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“ Talking about figures...” said the ‘and a Source that is Highly Respected ...Now 
YN Accountant. tell me, what papers do you read?” 

“ Figures !” cried Mr. Punch. “ You’re the very “J’m almost illiterate,” said the Accountant, “ but of 
man ! What would you say if I told you that I — course when I meet a copy of PUNCH I grab it.” 
had an estimated readership of more than one “I rather think that’s the answer!” said Mr. P. 
and three-quarter millions ?” 
The Accountant lifted his hat. 
** And what would you say,” persisted Mr. Punch, 
“if I told you it was more like five and a half 


millions ?” 
The Accountant bowed. “‘ Where do you get your two 
estimates from?” he asked. 


“A Highly Respected Source,” said Mr. Punch, 


... everybody picks up 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10 BOUVERIE STREET, LONDON, E.C.4 ‘PHONE: CENTRAL 9161 
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ADVERTISER'S WEEKLY 


Market Opportunity 
Missed 


Sir,—A short while ago there 
was held in London an exhibition 
of radio and T.V. equipment 
sponsored by the leading manu 
facturers of Great Britain who 
proudly displayed their most up- 
to-date and lavishly made sets 
The exhibition, as everyone 
knows, was called the 1951 Radio 
Show. At it could be seen the last 
word in television; radio modeis 
which almost switched themselves 


on; a T.V. set of unbelievably 
miniature proportions; highly 
complicated radar equipment 


belonging almost to the 21st cen- 
tury. 

Never was there assembled in 
radio’s history a finer collection 
of gadgets, devices, ear deceivers, 
eye deceivers, short waves, long 
waves, multitudinous lined 
screens; in fact, it is doubtful 
whether a large number of 
visitors overcame the goggle-eyed 
stage of their visit 

Now my interest jn radio at the 
moment is largely centred around 
the fact that | want to buy a 
radiogram. It need not have any 
of the frills and fancies which 1 
have described above—just a 
plain gram, one that plays 8 
records without your getting up 
from your chair But do you 
think British manufacturers are 
interested in a customer like me 
with about £60-£70 to spend? Not 
on your life! Why? Because |} 
have committed the most heinous 
crime of choosing to live in a 
D.C. area 

I know that only about 10 per 
cemt of this country is on DA 
but I dont accept that as an 
excuse for not making any more 
AC DC sets. 


P. W. LIPMAN. 
72 Quickett Street, E.3. 


29 3A 


LETTERS 


EDITOR 


Sir,—Many advertising mana 
gers must feel exasperated to find, 
after they have paid for inclusion 
in directories and buyers’ guides 
that they are set along with num 
bers of firms by no means entitled 
to be included under the particu- 
lar heading. 

One supposes that originally 
such publications were intended 
for the benefit of prospective 
buyers of various articles, equip 
ment and services, who wanted to 
get into touch with the actual 
manufacturers, not a factor. re- 
tailer or agent, authorised o 
otherwise. 

Now that our very existence is 
dependent on our sales to over 
seas buyers, surely we should put 
a stop to the situation whereby a 
bona fide inquirer might well be 
misled into writing to a one-room 
agency to buy a small generating 
plant. Would the local chemist 
be entitled to inclusion under the 
heading of “soap.” or the nearby 
haberdashery be allowed entry 


Buyers’ Guides Under Fire 


under “needles,” merely by pay- 
ing the prescribed charge? 

Obviously, if the manufac- 
turer’s policy is to deal through 
local agents only, he will pass 
on such inquiries as he receives. 

Directories and buyers’ guides 
should be restricted to actual 
manufacturers or should employ 
dual headings Manufacturers, 
and Agents and Factors. They 
should not be used. as it often 
appears to-day, as a means to 
swell the revenue of the publica- 
tion in question. 

Some of the most renowned of 
these publications may be found 
guilty of what I believe are 
genuine mistakes. Upon repre- 
sentations being made to them, 
they have promised to exercise 
more discretion in the future 
Others? Well it’s a case of “bold 
{yPexis-g0 much extra.” 

A. E. PHILPS, 

Advertising and Sales 

Promotion, York Shipley Limited. 
Manchester 4. 


. 
Wonderful Friends, 
x | . . 
Says ‘Irish Times’ 
Sir,—As most of your readers 
now know, The Irish Times has 
just experienced the gravest loss 
by fire. that a newspaper can 
suffer—the means of production. 
Such | wholesale destruction 
would have been unbearable but 
for the wonderful way in which 


friends came speedily to our 
rescue 
Even while the flames were 


being fought, these offers of he!p 
caMe jn person and by telephone 
and telegram, to be followed by 
a flood of letters from all parts 
of Ireland and Great Britain 
Nothing can be so sustaining, 
so heartwarming and encouraging 
at times like these than to have such 
i rallying round of friends, and 
though they have all been 
thanked personally, this letter ts 
written publicly to record the fine 
spirit of comradeship and mutual 
helpfulness that most certainly 
exists in the printing, publishing, 


advertising and kindred trades, 

and for which we, at The Irisa 

Times, have such good reason to 
be humbly grateful. 

P. M. MYERS. 

Publicity Manager, 

The Irish Times. 


Poster-stamps Are 
Used In Britain 


Sir,—The letter from C. Freer 
(September 20) prompts me to 
draw attention to some poster—or 
picture-stamps as | have preferred 
to call them-—recently produced 
by me for the Hospital of St. 
John and St. Elizabeth. 

The printed matter on the out- 
side covers of picture-stamp 
books tells the story behind the 
scheme. And whilst similar ad- 
hesive labels or stamps have been 
used before for raising funds for 
charitable organisations, this ‘s 


the first time, to my knowledge. 
that they have been designed and 
produced in this form, offering a 
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continuous series not unlike the 
old cigarette card idea. 

[hese picture-stamps are being 
bought by retail shops, schools, 
circulating libraries, social organ- 
isations and clubs. 

TOM HOBSON, 

Director of Appeals, Hospital 

of St. John and St. Elizabeth. 
London, N.W.8. 


‘Creative’ 

Sirn,—Many thanks to “Visua- 
liser” (September 20) for his in- 
Vitation to supply a better word 
than “creative” to describe the 
intelligensia of the advertising 
world collectively, Any word 1 
might suggest from my limited 
vocabulary would likely become 
as abused as “creative,” so I hesi- 
tate to do so. Indeed, so rarely 
is it necessary to describe these 
gentlemen collectively that the 
only good to come of it would be 
the possible restoration of the 
word to the Creator who once 
had it on His own. I could 

“create” one though. 
ROBERT BRETT. 

Hampstead, N.W.3. 


Inse(r)ts 

Sir,—When I was young I think 
| was taught that an inser was 
bound into a publication whereas 
an insert was loose. But as nobody 
| have mentioned this to recently 
agrees with me, maybe memory 
is playing tricks. 

On the other hand, if accurate, 
the distinction should be pre- 
served. At least it is logical, 
which is more than | can say 
about a certificate just received 
from a bookbinding company. It 
assures me that 20.000 of a client's 
“insets have been inserted.” This 
is “elegant variation” at its worst. 

W. R. BALCH. 
21 Hertford Street, W.1. 


24, BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
The home of /0EAS for neatly haf 
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TWO SHILLINGS 
ora “Disa et Ae 


a 
ant 


It’s not only the cover, but the contents 
that give Britannia and Eve hundreds of 
thousands of readers each month. So, to 
those “client and agency” men who 
start now to plan for the coming autumn 
and 1952 we would say: BE SURE TO 

SCHEDULE BRITANNIA AND EVE. 


You will be in the company of hundreds 
of Britain’s shrewdest advertisers .. . 
willing to pay just a little more for 
something a great deal better—better 
production, better editorial and 
BETTER-CLASS READERS. Send 
for a copy and see for yourself. 


Jj. E. POULTON, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. TEMpk Bar 5444 
MANCH ESTER OFFICE :55 Market Street Blackfriars 4109 
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WE TAKE OUR OWN MEDICINE 


N October 15th, at the Central Hall, 
Westminster — recent home of the 
International Advertising Conference—there will be a 
National Display Convention and Exhibition organised 
by the magazine “Display”. 

And there we propose to take our own medicine and 
tell the Leon Goodman story on an Exhibition Stand. It 
will be the largest stand at the Show, not because we believe 
in size for size’s sake but because we’ve a big story to tell. 


Naturally we’re not going to reveal our design at the . 


moment, so you can take the illustration to this 
advertisement as just an eye-catcher. 


Sincerely, we hope you'll come along if you're 


interested in Display and Exhibition work. We have a 
story to tell and we think we know how to tell it. If you 
agree, then maybe one day you'll let us tell your story. If 
you don’t— you won't, obviously ! 

Make a note, now, of :—The dates : October 15th to 19th. 
The place: Central Hall, Westminster, and The times: 
Opening Day, 11.15 a.m. to 6.30 p.m. Other Days: 
10 a.m. to 6.30 p.m. 

The L.G. Stand is Number Three. 

Meantime, you can always ring 
Euston 5351 for the right Prescription 
for any kind of Display or Exhibition 
problem. 


4. > 


Leon Goodman Displays scares 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON : W1 °- EUSTON 5351 
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Belfa 
Fe taloe! 


The Home 


Young Newspapermen warned — 
Provincials Must 


Fight For Ads. 


HE challenge facing the pr 


ovincial Press is how to sell 


itself as an advertising medium when newsprint supplies 
improve and expand the space available in national publica- 


tions, David Clackson, presiden 
Managers’ Association, told 
the Young Newspapermen’s 
2 Association at their third 
a i annual conference at Black- 

: pool. He said: “Although ad. 
expenditure on both the pro- 
vincial daily Press and the pro- 
vincial and suburban weekly 
Press has risen, it has not 
risen in anything like the same 
proportion as total expenditure 
or as the expenditure for other 
individual groups, so that we 
see a remarkable decline in the 
provincials’ share of the total.” 

During the last five years 
spending on Press ads. had risen 
from £11 million to £27 million. 

In 1946 the provincial dailies 
accounted for 18-48 percent of total 
advertising expenditure, but this 
percentage had steadily decreased: 
1947—17-47 per cent; 1948-15-35 
yor, per cent; 1949—14-30 per cent; 
os 1950—13-51 per cent. 


Startling Decline 


Figures for provincial weeklies 
showed an even more startling 
decline: 1946—7-35 per cent; 
1947—5-70 per cent; 1948—5-14 
per cent; 1949—4-28 per cent; 
1950—4-14 per cent. 

Mr. Clackson said: “I think 
these figures are wofth remember- 
ing: from 18-48 per cent down 
to 13-51 per cent in five years for 
the dailies and from 7:35 per cent 
down to 4:14 per cent for the 
weeklies. 

“During the whole of _ this 
period the national Press has been 
unable to accommodate the 
volume of advertising it could 
have carried had more newsprint 
been available. Other groups have 
also been affected by newsprint 
shortage, but not to the same ex- 


LONDON OFFICE: 


t of the Press Advertisement 


tent, and it is not possible to esti- 
mate accurately the effect this has 
had on these other groups by 
diverting business to them, 

“It is safe, however, to assume 
that the figures for the two pro- 
vincial groups have definitely 
benefited from this diversion and 
that the decline in their percent- 
age of total revenue would other- 
wise have been accelerated. It 
can be argued, of course, that the 
years 1946 onwards do not pro- 
vide «| fair basis for review be- 
cause of the artificial conditions 
existing. That is true, but it is 
also true that these same artificial 
conditions stil] exist to-day. 

“Are we prepared to accept an 
ever decreasing share of the total 
national advertising expenditure? 
One cannot but wonder what the 
situation will be if and when the 
newsprint ration is greatly in- 
creased. It is inevitable of course 
that the less influential papers 
which can least afford to lose 
revenue will be the first to suffer, 
and we have already had ample 
illustration of this in the number 


@ Continued on next page 


Some of the members of the Young Newspapermen’s Association and 
speakers who attended the third annual conference at Blackpool. 
Front row, left to right, M. P. Robinson (“Wakefield Express’), James 
L. Palmer, O.B.E. (chairman of the Joint Editorial Committee of the 
Newspaper Society), M. E. Tillotson (“Bolton Evening News’), J. D. 
Swallow, president (“Express & Star,” Wolverhampton), E. M. Clayson, 
“president of The Newspaper Society (“Birmingham Post & Mail’’), 
H. Riding (general secretary, Typographical Association) and G, H. 
West (Bowater's Paper Mills). 


McLellan, Former President, 
Quits L.P.4.A. Council 


G. L. McLellan, general man- 
ager, Borough Billposting Co., 
has resigned from the Council of 
the London Poster Advertising 
Association. 

In a letter to the president, he 
wrote: 

“With great reluctance, and 
after mature consideration, I have 
decided that in order to obviate 
any possible future embarrass- 
ment to yourself and the Council, 
to ask you to accept my resigna- 
tion from that body. 

“I would like to thank you and 


the members of the Association 
for the confidence they have so 
kindly placed in me, and to place 
on record the fact that my pre- 
sent action is not the result of 
any difference or misunderstand- 
ing between ourselves or any 
member of the London Associa- 
tion, but is dictated solely by 
reasons that may later become 
apparent.” 

Mr. McLellan, a former presi- 
dent of the Association, declined 
to comment on his resignation at 
this stage. 


WAS PRINTED BY 


Enquiries invited for 
the production of all 
classes of statistical and 
advertising books and 
brochures—and other 
specialised printing. 


Carmelite 


House, €E.C.4. 


(HANLEY 1925) LIMITED 
BOOTH STREET, STOKE-ON-TRENT 


Telephone: 


“SCANNING THE PROVINCES” 


Central 6000 (Extn. 289) 
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ADVERTISER'S WEEKLY 


‘Read More 
Books’ Scheme 
Is Proposed 


A £5,000 national campaign to 
encourage the buying of books 
for Christmas has been suggested 
by H. A. Pitken, the publisher. 
He says that publishers should 
subscribe about £50 each to a 
campaign using the theme: “Get 
all your gifts at a bookshop.” 

Writing in this week's issue of 
W. H. Smith & Son's Trade 
Circular, Edward Askwith, direc- 
tor, Dudley Turner & Vincent 
Ltd., emphasises that publishers 
should stick to the foremost 
object of the campaign—to se!! 
more books this Christmas. 

He adds: “To tackle the vast 
non-book reading public in an 
attempt to encourage the habit 
of book-buying is doomed to 


failure. It is proposed to spend 
£5,000 in the space of three 
weeks, You cannot hope to in- 
fluence mass habits on that 
budget. But what you can do 
is to exploit a mass phenomenon 

S which occurs every December 
without fail—the habit of gift 
buying.” 


Americans Say 
‘British Best’ 


Americans in the well-educated 
and cultured class prefer British 
china-ware, woollen goods, pipes, 
leather goods and cutlery to the 
equivalent American product. 

This was revealed by a poll of 
300,000 readers by Harper's 
Magazine and Atlantic Monthly, 
serious Magazines with a quality 
circulation, 

Readers were asked: “Assum- 
ing you were asked to pay the 
equivalent prices for British and 
American goods, what would. be 
your preferences?” Their replies, 
in percentages of the total, were: 

British American 


percent percent 
China-ware 76-9 23-1 
Woollens 81-7 18-2 
Men's pipes 58-4 41-6 
Automobiles 68 93-1 
Leather goods 451-0 49-0 
Cutlery 56-0 44-0 
Shoes 24:3 75-6 
Radios 3°5 96°5 


New A.B.C. Members 


The Audit Bureau of Circulations 
have just distributed to members the 
supplement to the official handbook 
giving certified net sales figures for 


the six months to June 30, 1951. 
New A.B.C. members _ include: 
Publications, Bletchley District 
Gazette, Competitors’ Journal, 
ming Events, Dancing Times, 
morgan Gazette, Kilkenny 

/ e, Maidenhead Advertiser, 
M hester Guardian Weekly, 
P hire Advertiser, Slough Ob- 


ser Weekly Film News, World 


Spo idvertisers, Rallie Health 
Appi Ltd., Weston Biscuit 
Com; Slough) Lid.; advertising 
agents. 5. T. Garland Advertising 
Servicc 


Lid., United Kingdom Ad- 
vertising Co., Ltd. 
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Hulton 


of 500,000. 


cartoons and stories. 
Publicity will follow the 
launched last year. 


Vision. 


Launch 
New National Weekly 


Hulton Press Ltd. announced yesterday (Wednesday) that 
they are to publish a sister magazine to “Eagle.” Called “Girl,” 
the first issue will appear on November 2. 

Aimed at girls aged 10 to 15 years, this new national weekly 
—which will sell at 44d.—will have a guaranteed circulation 


Printed in photogravure, “Girl” will carry a limited amount 
of advertising: £350 a page, and £500 full colour. It will have 
20 pages, 12 of them in full colour. There will be strip 


The first four issues will be distributed on 
a sale or return basis. A fleet of cars bearing a “Golden Girl” 
emblem will tour the country, and “Girl” clubs will be formed. 
There will be advertising in the national Press. The campaign 
will be handled by Colman, Prentis & Varley, and Voice and 


“Girl” will be edited by Marcus Morris, editor of “Eagle”; 
P. J. Henry will be advertisement manager. 


‘Girl’: 


set when “Eagle” was 


Delegates to the Remington Rand European Sales Conference about 
to board their plane at Northolt en route for a week-end visit to 
Remington's new factory at Hillington, Glasgow. 


Marketing Task Of ‘The 


Industrial Statesman’ 


Sales managers from eight 
European markets where 
Remington Rand maintain 
subsidiaries are taking part 
in Remington’s first ever 
European sales conference now 
being held in London. 

[he conference opened last 
week at the Connaught Rooms- 
and a full programme included a 
week-end trip to a new Reming- 
ton Rand factory at Hillington, 
Glasgow. The primary object of 
the conference is to discuss prob- 

ems relating to the consumer 
varketing section and the retail 
trade. Remington Rand _port- 
able typewriter and electric 
shaver sales will receive attention. 

S. D. Parker, managing director 
of Remington Rand Ltd. in 
Great Britain, and vice-president 
of the American company, told 
delegates that while the problem 
of the statesman was to build up 
a country’s economy, the indus- 
trial statesman must succeed and 


show results in the balance sheet. 

He said the American com- 
pany had consistently encouraged 
and helped European develop- 
ment and rehabilitation through 
the medium of the London head- 
quarters. 

T. B. Glynne-Williams, Euro- 
pean sales supervisor of Reming- 
ton Rand, spoke on advertising 
methods. 

“Conventional advertising 
methods,” he said, “whilst indis- 
pensible, are not exclusive. Such 
methods, used by the man with 
the longest purse, can dominate 
in any medium. Space is a 
“must,” but it can only inform 
the public that a product is avail- 
able. Beyond this something is 
needed that is the product of the 
advertiser's own brain, exclusive 
to him, and therefore a ‘solus 
site’.” 

The conference will close at 
the end of this week. To-day 
(Thursday) A. G. Bottomley, 
secretary of Overseas Trade will 
speak at a luncheon 


@c d from previous page 


CHALLENGE TO 
PROVINCIALS 


of papers amalgamating or ceasing 
publication.” 

That was the challenge looming 
in the forefront of provincial 
Press problems to-day. 

Reviewing developments whicn 
had led to the present situation, 
Mr. Clackson .said: “It appears 
that in terms of net sales provin- 
cial papers have lagged behind 
the other sections of the Press. 
This is a vital factor because as 
advertising as a whole has pro- 
gressed from a hit and miss busi- 
ness conducted in the saloon bar 
to a highly skilled profession 
based on accurate and detailed re- 
search, it is only natural that big 
figures are made to talk. 

“Enormous sums of money are 
spent each year by the large 
Papers and magazines on promo- 
tion matter and propaganda 
directed at national advertisers, 
and the bulk of their arguments 
rest on the size of their circula- 
tions. It is quite obvious then 
that, although we must do all we 
can to sustain and increase our 
own circulations and be prepared 
to give the fullest information 
about them, we must look much 
deeper than that to find a really 
satisfying argument in our favour. 


‘Ignored By Surveys’ 


“Comparatively recently re- 
search organisations have been 
making extensive surveys into the 
comparative value to advertisers 
of individual media. Most ot 
these surveys have so far almost 
ignored the existence of the pro- 
vincial Press, but it might well be 
that research into our readership 
would underline what all of us 
here firmly believe to be true— 
that the ties which exist between 
local papers and their readers are 
capable of creating goodwill for 
advertisers out of all proportion 
to circulation figures.” 


Press made by advertising agents: 
Difficulty in 


also the vexed question of com- 
mission. Agents wanted to know 
why most provincials allowed 
only 10 per cent when most 
nationals and big 


houses gave more. 

Mr. Clackson concluded: “If 
our faith in our papers and in 
ourselves is justified there must 
be an unanswerable argument in 
our favour, and it is up to us to 
accept the challenge and to 
ensure that it sees light of day.” 


Six More For I.S.B.A. 


New members of LS.B.A. in- 
clude: Coty (England) Ltd., Innes, 
Henderson & Co., Lid., Inter- 
national Paints Ltd., William Mac- 
donald & Sons (Biscuits) Ltd., 
Paterson Hughes Engineering Co., 
Ltd., and Stevens & Struthers Ltd. 
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ADVERTISER'S WEEKLY 


Print Costs Will Hit General Two New 


Election Campaigns 
Local Newspapers May Suffer 


ee ns oe Oe be ee 
Election campaigns to be waged by the major political parties. 


Candidates are finding that they 


very carefully to keep within 
the spending quota laid down 
by law. 

In most constituencies there 
will be cuts in all types of 
propaganda—with the possible 
exception of posters, always used 
extensively by the Conservative 
Party. Some saving will be made 
by reduction and simplification 
of printed materia] such as elec- 
tion addresses, and local Press 
advertising is also likely to be on 
a reduced scale. 

At this stage the Conservatives 
are maintaining great secrecy 
about their election publicity 
plans, which are now being 
formulated in conjunction with 
their agents, Colman, Prentis and 
Varley. But it is known that they 
are planning heavy poster cover- 
age. 

Labour Party plans are not re- 
vealed, but it is understood that 
their campaign will follow the 
usual pattern, with a minimum of 
advertising. 

The Liberal Party has decided 
to decentralise its Press arrange- 
ments. A corps of voluntary 
Press officers will supply informa- 
tion to local newspapers. 


Press Promotion Plans 


This is the latest news of 
national Press promotion schemes, 
and plans for election coverage: 

The Times followed up a com- 
prehensive table of prospective 
candidates with an election map. 

The Daily Telegraph will again 
hold at the Savoy its election 
night party, which was so suc- 


will have to cut their cloth 


cessful last time. Some 2,000 
people are expected to attend. 
The Telegraph will also again 
have an electric sign in Piccadilly 
Circus. 

The News Chronicle has an- 
nounced its team of special 
writers to cover the election, its 
Gallup Poll analyses, and the 
“How to Vote Debate” series 
which starts in its pages next 


Poster Challenges: 
Compensation Query 


the challenging of existing adver- 
tisements in the town until the 
Minister of Local Government 
and Planning can give some 
guidance on the question of com- 
pensation to advertisers and 
owners of sites. 


Monday. This will be backed up 
with double-crown posters, ad- 
vertisements in the Radio Times, 
London and provincial weeklies, 
and on buses, and a leaflet for 
newsagents. 

The Daily Express also an- 
nounced its own Poll of Public 
Opinion and its team of special 
writers and cartoonists. 

£50 election slogan competi- 
tions have been launched by both 
the Daily Herald and the Daily 
Graphic. 

Election night rallies, with 
results flashed on screens in 
Trafalgar Square and Piccadilly 
= will be held by the Daily 


This striking window display at Commonwealth House, New Oxford 
Street, London, features the new Remington Rand Contour Six 
Electric Shaver as “The King of Shavers.” 
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Four thousand posters like this 

will advertise the District Nursing 

in London Exhibition, Octo- 
r 23-26 


Market Research 
Talks For BDMAA 


James B. Staniland, an execu- 
tive of A. C. Nielsen & Co., Ltd., 
will give a series of six teatime 
talks to the British Direct Maul 
Advertising Association at the 
Waldorf Hotel, on October 17, 
November 14, December 12, 
January 16. February 13, and 
March 12, 1952. 

Titles of the talks will be: 
What does marketing research 
do? Marketing research and con- 
sumer goods; Keeping your mar- 
ket under review; The value of 
point-of-sale display; Area selec- 
tivity for direct mailing; Facts 
about advertising dividends. 


Co-op. Drive To 


Sell Furniture 


Considerable space is being 
booked in papers in the north- 
west by the Co-operative Whole- 
sale Society in a drive to pub- 
licise Co-op furniture. 

It had been found that the 
Co-ops were lagging behind the 
private trader in sales of dry 
goods, including furniture and 
furnishings. The retail societies 
are now making a drive to in- 
crease the sales of furniture. Dis- 
play ideas are being circulated to 
retail stores and the amount of 
window space devoted to furni- 
ture and furnishings is being in- 
creased. 

A national campaign is featur- 
ing C.W.S. furniture and bedding 
factories. All C.W.S. advertising 
is placed direct. 


Expanding 
* The top floor of a new building 
being erected alongside their Man- 
chester advertising agency is to be 
taken over by the end of the year 
F. John Roe Ltd. 


‘A.W.’ News 
Features 


Starting with next week's issue 
ADVERTISER'S WEEKLY will 
carry two additional news 
features designed to expand 
and improve its news service. 

PRESS PLANS AND PROS- 
PECTS will report important 
editorial developments, 
features and technical progress 
in newspapers and icals. 
It will also give news of circu- 
lation plans and circulation 
departments as well as new 
business devel This 
feature will be in addition to 
Publications News and Notes. 

Directors and business executives, 
editorial] and circulation chiefs 
and their staffs, as well as all 
advertising men, will want to 
read this new section every 
week. 

The second new feature, 

MARKETING NEWS AND 

TRENDS, is designed not only 

for sales directors and sales 

managers, but for all engaged 
in the job of selling. It will give 
news of new products, the re- 
shaping of old lines and major 

at home and 


These new features will be in 
addition to the comprehensive 
news and feature service given 
by ADVERTISER'S WFekLy. To 
give this still wider coverage, 
the journal's local news repre- 
sentation has been strengthened 
throughout the country. 


A.A. Annual Meeting 
And Dinner 


The annual meeting of the 
Advertising Association will be 
held at the Association offices on 
Monday, November 26, at 12 
noon. 

The Association’s annual din- 
ner will take place at the 
Dorchester Hotel that evening. 


‘Rufflette’ Goes 
West 


British, Canadian and American 
agencies are co-operating in a new 
merchandising venture. Norman 
Jones, publicity manager of 
Thomas French & Sons Ltd., has 
crossed the Atlantic to superintend 
the first stages of an advertising 
and merchandising campaign for 
their Rufflette brand curtain tape. 

Before tackling this new market, 
Thomas French carried out exten- 
sive consumer research in conjunc- 
tion with Winter Thomas Co., Ltd., 
their agents. 

The campaign is being carried 
out in Canada by McKimms of 
Montreal and in the U.S.A, by 
Albert Frank-Guenther Law of 
New York, overseas associates of 
Winter Thomas. In addition to 
Press and radio, there will be stands 
at exhibitions and demonstrations 
in stores, 
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ADVERTISER'S WEEKLY 


Designers Essential To 


Selling, Congress Told 


The part to be played by the industrial designer 


to the mass market was referred to by speakers at the 1951 
Design Congress held in London. 


The Hon. Josiah Wedgwood 
(managing director, Josiah Wedge 
wood & Sons Ltd.) said: “A new 
design normally comes into being 
to maintain or increase sales and, 
to be successful commercially, it 
must sell sufficiently well during 
its lifetime to justify the initia! 
investment on it. In the old-time 
factory, where skilled hand 
labour was relatively very cheap, 
new patterns could be executed 
inexpensively by hand, variety 
cost little and society encouraged 
the satisfaction of minority tastes. 
In the modern highly industrial- 
ised social democracy the popular 
market has become the commer- 
cially attractive one.” 

Lord Latham (speaking of 
London Transport posters): 
Censorship never fostered art, and 
we have wisely preferred the path 
of example to the path of pro- 
hibition. Goodwill is preserved 
not merely by efficiency and in- 
trinsic quality but by visual 
appearance and presentation. 

T Marchetti (John 
Crossley & Sons Ltd.): Design 
policy can be satisfactorily kept 
only in the mind of one person. 
A firm’s “handwriting” can best 


be attained by a “benevolent 
monarchy?” 
W. T. Wren (Allied Iron- 


founders Ltd.): 1 have still not 
proved to my own conviction that 
public taste in general is way 
ahead of the average manufac- 


turer. The public is passively 
receptive, but it has a few prefer- 
ences and _ prejudices which 


research discloses. 

Dante Giacosa (Fiat, Italy): In 
America it is generally accepted 
that to increase sales appeal 
without the assistance of the 
industrial designer is impossible. 


Readers intending to submit 
entries in prose or verse for 
“Advertiser's Weekly” Christ- 
mas Number Competition are 
reminded that the closing date 
is OCTOBER 8. 


Litho Men Will Talk 

The B.F.M.P. has received a 
formal intimation from _ the 
Society of Lithographic Artists 
that, as a result of a ballot, it is 
authorised to resume negotiations 
for new national agreements 
covering the lithographic and 
engraving sections of the industry 
but not in respect of photo- 
gravure. 


Not For Britain 


Britain is not one of the ten 
countries which are to benefit 
from a recommendation of the 
pulp and paper committee of the 
International Materials Con- 
ference for a third emergency 
allocation of 15,800 metric tons. 
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German ‘Poster 
. * 
Spending’ Claim 

A speaker at the market and 
opinion . research internationa! 
conference held recently at 
Tunbridge Wells aroused great 
interest by briefly describing a 
method used in Germany to 
ascertain the expenditure on 
posters by individual advertisers. 

A Dr. Schmidt, of Hamburg, 
was said to provide such a service 
by first persuading several Jarge 
poster advertisers to disclose in 
confidence their expenditures over 
a given period. Then a survey of 
posters displayed jn typical areas 
is conducted, and the results 
related to the factual information 
already possessed. Thus, it is 
claimed, it is possible to work 
out approximately what each ad- 
vertiser 1s spending. 

Advertising agents present said 
there Was no means of obtaining 
such information in this country, 
and that when asked for any such 
estimates, they had to go by pure 
guesswork, 


U.S. Export Advertising 

The thitd International Adver- 
tising Convention, organised by 
the Export Advertising Conven- 
tion, is to be held at the Plaza 
Hotel, New York, on Thursday 
and Friday of next week. Several 
British advertising men are ex- 
pected to’ atténd. 


> r) 

Berrow’s Pay 30% 
Net profit, less taxation, of 
Berrow's Newspapers Ltd., for the 
year ended June 30, 1951, was 
£15,616. A final dividend of 15 per 
cent is recommended, making 30 
per cent with the 15 per cent 

interim dividend already paid. 


An engraving of James Boswell, entitled “The Journalist” and dated 
1786, was presented last Thursday to the London Press Club by 
William Kimber at a reception held at Dr. Johnson's House, Gough 


Square, Fleet Street. 


The print was received on behalf of the Club 
by its chairman, Kenneth Pipe (“Daily Express’). 


The picture shows 


(1. to rJ: Lord Harmsworth, Kenneth Pipe and William and Mrs. 


Kimber at the 


presentation. 


A Forum For 
Direct Mail 


Recognising the importance 
of direct mail advertising as a 
means of sales promotion at 
home and overseas, ADVER- 
TISER’S WEEKLY is starting a 
series of special sections on 
direct mail, the first of which 
will appear in our rext issue. 

Experienced practitioners will 
give practical advice on tech- 
nique, and there will be case 
histories of successful direct mail 
campaigns. Next week: 

KAY M. MURPHY (Lingua- 
phone Institute) tells how to keep 
down costs and keep up 
results. 

ROBB HOLLAND (Simmonds 
Postal Publicity Ltd.) gives hints 
on direct mail for export adver- 


tising. 

T. H. ARTHUR (Wellington 
Press Postal Advertising Services 
Ltd.) discusses current problems 
in compiling mailing lists. 


Correspondents Study House 
Magazine Production 


Thirty-five correspondents to 
National Post, the house organ of 
the National Cash Register Co., 
Ltd., spent two days in London 
last week learning about house 
organ production. 

Coming from as far afield as 
Dundee, Liverpool, Newcastle 
and Bristol, they were welcomed 
by D. A. F. Donald, the com- 
pany’s managing director, who 
congratulated them on the suc- 
cess of the magazine which has 
won two international awards 
against stiff American competi- 
tion. 

D. A. C. Butlin, manager of the 
advertising and public relations 
department of the company, 
spoke on the aims and objectives 
of house organs. In general, he 
said, the aim of National Post 
was to create group cohesion, 


goodwill and to inform the staff 
of management decisions and, in 
turn, to present the workers to the 
management. 

Life in an editorial office was 
described by J. P. Wynn, editor. 


3d. An Hour More 
For Display Men 


Craftsmen in the Sign and 
Display Trade Union who are 
employed by members of the 
Display Producers and Screen 
Printers Association receive a 
pay increase of 3d. an hour next 
week. 

This increase, which becomes 
effective in the first pay week 
beginning on or after October 1. 
benefits production artists, writers, 
poster writers, and screen printers. 


OBITUARY 
-A. T. Piper 


Sudden death is reported of 
A. T. Piper, manager of the 
Sheffield branch of Spicers Ltd. 

Mr. Piper started his career 
during the first world war with 
Spicer Brothers. 


Alex. Murray 

Alex. Murray, former publisher 
of a Scottish pharmaceutical 
trade journal, died last week in 
Glasgow. He had been in retire- 
ment for some time. He was, in 
1926, hon. treasurer of the Pub- 
licity Club of Glasgow. 


A. D. Blackham 


The death is reported of A. D. 
Blackham, managing director, 
Sylcoto (Belper) Ltd., the paper 
manufacturers. He was taken ill 
quite recently. 


Window Lighting: 
Prospects ‘Gloomy’ 


The 1.S.B.A. News Sheet states: 

“Unrestricted use of gas and 
electricity for shop lighting and 
outdoor advertisements has been 
permitted since April 15, at which 
time there was some hope that 
it would not be necessary to re- 
impose a ban during the winter 
months. Gloomy forebodings of 
supply shortages, coupled with 
reluctance on the part of the 
Ministry of Fuel and Power to 
make any statement on the sub- 
ject beyond the fact that it is 
‘under review,’ afe not reassur- 
ing. 

“The re-imposition of the ban, 
when Summer Time comes to an 
end on October 6, is regarded as 
by no means improbable though. 
possibly, when considering the 
matter, the Ministry will take 
into account the fact that the 
Festival pleasure gardens and fun 
fair in Battersea Park are to 
remain open until the end of 
October.” 
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Self-service Means New Ad. 


And Pack Problems 


Self-service will introduce new publicity requirements avd 
a much closer link between advertising and package-design, 
according to a brains trust at a Self-service Development 


Association meeting. 

J. M. Jackson, Metal Box Co., 
said it was important for the 
packers to choose some symbol 
or picture that could readily tie 
up the pack with Press or poster 
advertising. 

There would probably be more 
advertising of self-service stores 
in cinemas, where colour adver- 
tising was possible. More self- 
service advertising in general was 
likely, Mr. Jackson believed. 

Discussing price marking diffi- 
culties, he said it would be easier 
if we achieved price stability. It 
might be desirable to consider 
standardising the position of the 
price-mark; canners might be 
persuaded to have a pane] blank 
where the shopkeeper could mark 
the price. 

W. G. McClelland (Laws 
Stores) foresaw a difficulty when 
the manufacturer wished to sell 
at a different price from the 
retailer. “Some of us are very 
much against resale price main- 
tenance,” he said. 


He pointed out that very often 
packages had to be laid on their 
sides, and it was therefore im- 
portant that the symbol should 
appear on every face. 

All five members of the brains 
trust were convinced that self- 
service, far from destroying the 

“personal touch,” provided 
greater opportunities for it by 
allowing more freedom for the 
manager and members of the staff 
to talk to. and advise, customers. 

Mr. McClelland warned, how- 
ever, that this involved something 
in the nature of a “psychological 
revolution.” Staff must be trained 
in the special selling techniques 
required. 

H. E. Torbock, an independent 
grocer, believed that the order of 
importance in the factor influenc- 
ing the customer were: brand 
name; position on the shelves; 
and sales appeal of the package. 
A well-known article, nationally 
advertised, would sell from any 
part of the store. 


The Water Sprite Plans To Freeze 


Out Mr. Therm 


An information bulletin issued 
by the public relations committee 
of the British Water Works 
Association tells water boards 
how the recently introduced 
“Water Sprite” figure can be used 
ia local anti-frost publicity cam- 


“The early publicity achieved 
for the Water Sprite is still fresh 
in the people's mind,” the 
bulletin states. “It will soon be 
forgotten, unless the industry as 
a whole can time and time again 
use the Water Sprite in its general 
publicity measures and cam- 
paigns. That was the reason Mr. 
Therm became well known, 
although, of course, there was 
plenty of money available for 
advertising him. 

“The water industry is not able 
to devote revenue to a monster 
advertising campaign. Yet it 
can, with the co-operation of its 
water authorities, make Water 
Sprite as well known as his 
cousin Mr. Therm.” 

Suggested publicity includes 
the use of the Water Sprite ad- 
vertisements in the local Press 
and the issue of helpful informa- 
tion leaflets to householders. 


LL.P.A. Annual Dinner 


The annual dinner and ball 
given by the Institute of Incor- 
porated Practitioners in Advertis- 
ing will take place this year at 
the Dorchester Hotel on Mon- 
day, October 29. Lord Mackin- 
tosh will be chief guest. 


- THIS 
in frosty 
weather 


This is one of the frost precau- 

tion series of advertisements being 

issued by the British Water Works 
Association. 


. * 
Radio Eireann To 
. 
Raise Rates 

Radio Eireann’s rates for spon- 
sored programmes are to be in- 
creased 50 per cent in the near 
future. The actual date has yet 
to be announced. 

Current rates for 30-minute 
periods are: 3-months contract, 
£55; 6-months contract, £50; 9- 
months contract, £45; 12-months 
contract, £40. 

This decision coincides with a 
project to make more time avail- 
able to sponsors, and the con- 
struction of additional studios to 
accommodate them. 


| Club News 


Birmingham 
How To Sell To 
The Countryman 


“When you are selling to country- 
men, you must first of all sell the 
personality of your salesman,” said 
Major Syd Carter, the B.B.C. broad- 
caster, when he addressed Birming- 
ham Publicity Association. He was 
speaking on “The Countryman’s 
Approach to Advertising,” and 
gave these simple rules: 

“The countryman wanis to know 
what it is; what it docs; is it all 
in one piece and what is the price? 
He is more interested in the person- 
ality of the man who makes your 
product than he is in the firm itself. 
He will remember the personality of 
your salesman longer than he will 
remember your advertising material. 
He likes to see where the goods are 
made because he is naturally curious. 
When you do advertise, don’t spare 
the blocks. A good photograph | does 
more good than anything else.” 

The Meetings and Social Com- 
mittee of the Birmingham Publicity 
Association, under the chairmanship 
of L. Harris (Odhams Press), has 
arranged dancing classes for mem- 
bers. This committee has recently 
formed a Ladies’ Section to assist 
in social activities. 


Berks and Bucks 
Public Speaking 


Berks and Bucks Publicity Club 
who are sponsoring a public speak- 
ing course arranged in Slough this 
winter by the local education 
authority are holding a_ public 
meeting at Slough us Library 
on Friday, October 5. 

Raymond Rayner, instructor on 
public speaking to the Publicity 

lub of London, will lecture on 

“The Art of Speaking in Publi-.. 
Chairman will be Sinclair Wood, 
vice-chairman of F. C. Pritchard, 
Wood & Partners Ltd., and immedi- 
ate past-president of Berks and 
Bucks Publicity Club. 


eet 
1066 And... 


Guest speaker at Liverpool and 
District Publicity Association was 
Stephen J. McAdden, M.P. fog 
Southend-on-Sea. His subject was 
the British way of life since 1066. 
Ernest W. Booth presided. Also 
present was R. vins, M.P. for 
Toxteth (Liverpool). 


Newcastle 
Member’s Film Shown 


A film show for members held 
by the Publicity Club of Newcastle 
last week included “Safari 1951,” 
a colour film made by R. S. Adams, 
club member and managing direc- 
tor, Anglo-Scottish Tools Ltd., 
during a holiday in Africa; also the 
film of the Advertising Conference. 


Aldwych 
President’s Day Golf 


President E. W. Barney's Day for 
members and guests of the Aldwych 
Club Golf Circle will be held at 


West Hill Golf Club next Wednes- 
day. 


ADVERTISER'S WEEKLY 
Oxford 


§ Pack Design For 
Self-service 


Pack designers should consult 
self-service retailers more than they 
do at present, Fred Edwards, man- 
ager, British Market Research 
Bureau, told the Advertising Club 
of Oxford. , 

It was still too carly to be certain 
about the future of the self-service 
store, he believed. Although there 
were now about 900-1,000  self- 
service grocery shops, he did not 
foresee a rapid development of the 
self-service principle, though he 
thought that within the next five to 
ten years it would extend to fields 
other than retail grocery. 

“Assistants in a self-service store 
have a vital job to do,” he said. 

“They must develop their talent for 
display.” 


Manchester 


Erie Schofield 
President Again 


Manchester Publicit Associa- 
tion’s luncheon and 30th annual 
—— meeting, held at the Cafe 

oyal was attended by-well over 
100 members. 

Eric Schofield (Kemsley News- 
papers) was elected for a further 12 
months as president, R. Highland 
Longdon (Westminster Press Pro- 
vincial Newspapers) was made a 
member of the Council. 

Following luncheon, presided 
over by Derek J. Roe, members 
saw the film of the 1951 Inter- 
national Advertising Conference. 


Sheffield 
Camera Publicity 


Discussion 


Sheffield Publicity Club and the 
local Photographic Society are to 
have a joint meeting to discuss the 
use of the camera in publicity The 
meeting will be held at the Grand 
Hotel, Sheffield, on Monday, 
October 22, and aspects of photo- 
graphy concerned with industry and 
commerce will be considered. 

The Publicity Club speaker will 
have the subject “What we expect 
from photography.” The Photo- 
ec Society speaker will be C. 

ormald, a former president of the 
Institute of British Photographers. 


Hull 
How To Raise 


Production 


Hull Publicity Club, which has 
planned a series of lectures on local 
industries, began its new season 
with a talk by John Saville, lecturer 
at University College,. Hull, on 
the characteristics of present-day 
economy. 

National production, he said, would 
be increased by at least 10 per cent 
if we could make the least efficient 
firms as efficient as the best 


Leeds 
Visit To Factory 


The first “Little Journey” 
Leeds autumn session took 14 
members to the works of G. & T. 
Earle Ltd., at Hope Valley, near 
Chapel-en-le-Frith. The party were 


=. guests of the firm at lunch and 
a 
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Gordon Elms Now A 
Peacock Director 


The appointment of W. 
Gordon Elms as a director is 
announced by S. C. Peacock Ltd., 
the Liverpool and London 
agency. 

Gordon Elms took over as man- 
ager of their London Office in 
September 1950 when he resigned 
from W. H. Emmett & Co., Ltd., 
where he had been a group manager 
and latterly an associate director. 
He is an A.LP.A., serves on the 
committee of the 'LLP.A. Discus- 
sion Group, and is a member of 
the Publicity Club of London. 
Elms’s appointment as director in 
charge of Peacock’s London Office, 
coincides with news of staff in- 
creases and a projected move to 
larger premises is will be the 
fourth expansion since the agency 
first opened a London office in 
January 1948. 

. . * 

Golden wedding anniversary was 
celebrated Sg (Wednesday) by 
F H. Burn, governing direc- 
tor, Pratt & Co. (Advertising) Ltd., 
and his a=. ~ 


Last week M. Joslin, managing 
director and editor, National News- 
agent, was a top-table guest at the 


opening lunch meeting of the 
Toronto Advertising and Sales 
Ciub. 

* . * 


The Conlon Memorial Medal, 
presented by the Irish Advertising- 
Press Club, for the outstanding 
student of the 1950-51 advertising 
and publicity course at the Dublin 
High School of Commerce. has been 
awarded to James P. Keane, of 
Browne & Nolan Ltd., Dublin. 
Diplomas have bern awarded to 
Thomas P. McGrath, William F. 
Cooper, James P. Keane, Bernard 
Vv. Share, Aubrey N. Fogarty and 
Eamonn A. Nolan. 

. * * 

David P. Luke, Fleet Publica- 
tions, Dublin, honorary secretary of 
the Publicity Club of Ireland, is 
back in Dublin after a business trip 
to London, 

. 7 * * 
Delaney, advertising man- 
ager, ivishe American Oil Co., is 
back in Dublin after attending the 
opening of the new Esso refinery at 
Fawley. 
* * * 

_ Arthur Clarkson, assistant adver- 
tising manager, General Electric 
Co., has returned to London after 
conferences with officials of the 
Dublin branch of the company. 

* * * 

Peter Craig Raymond states he 
has resigned from Weekly Film 
News, which he has edited for the 
past 14 months. 

* * * 


Anthony Dunsdon, formerly a 
sub-editor on the Catholic Herald. 
has joined Peter Hope Lumley’s 
publicity organisation. 

_ * a 

Ww. F. Geffers will leave the 
British ican of Management in 
the near future to develop other 
interests in marketing and sales 
management. Mr. Geffers, who 


Ls Sears 


has been manager of the Sales 
Management and Marketing Divi- 
sion of the B.I.M. since its incep- 
tion in 1948, has also been head of 
the local develo ment department 
responsible for the encouragement 
of local management associations. 
He was founder chairman of the 
original group which is now the 
Royal Counties Branch of Incor- 
porated Sales Managers’ Associa- 
tion, is a council member of the 
Berks and Bucks Publicity Club, a 
member of the Institute of Export, 
and of the Distribution Commission 
of the International Chamber of 
Commerce. 
* * * 


R. L. V. Pocock has paioeuiines 
his appointment as P.R.O. 
Hastings and Thanet Building 
Society to resume freelancing. 

* * + 


H. L. Ebsworth, for two years a 
probation officer in Monmouth- 
shire, has been appointed films 
officer in the Welsh Office of the 
Central Office of Information. 

* * * 


Four Commonwealth journalists 

—Douglas J Australia, 

Me , Canada, H. C. Lane, 
New land, and Christopher 
Kavanagh, South Africa, in this 
country under the Kemsley Empire 
Scholarship Scheme, spent last 
week se¢ing South Wales. 

* * * 

Richard Lonsdale-Hands Associ- 
ates announce the appointment of 
four new directors for their operating 
company, the Lonsdale-Hands Co., 
Lid. All have been connected 
with Richard Lonsdale-Hands Asso- 
ciates and the Design Group Ltd. 
for over~10 years. They are: 

. E. Preston (management) who, 
since his demobilisation, has been 
responsible for the physical produc- 
tion of all Lonsdaie-Hands design. 

Kathleen Darby (design) who has 
been a senior associate of Richard 
Lonsdale-Hands on packaging 
design and general presentation. 
Much of her work for the Associ- 
ates has been for Southalls, Peek 
Frean, HP Sauce, Lyons, and 
Eugene. 

H. A. Twine (design) who was 
closely associated with Richard 
Lonsdale-Hands on the interior of 
Lyons’ latest teashop in Lower 
Regent Street and who has recently 
heen appointed director of the 
| onsdale-Hands product design 
division. 

F. J. Lack (construction) who 
has developed the projection divi- 
sion of the company, and who was 
responsible for the construction of 
the 15-foot scale model of the 
Brabazon Air Liner, demonstrating 


the Lonsdale-Hands _ industrial 
designed interior. 
+ * * 


Member of the I.S.B.A. executive 
committee since last October, N. C. 
Butler-Madden has moved — to 
Copenhagen where he will be res- 
ponsible for the marketing of 


Elizabeth Arden products’ in 
Scandinavia. 
* * * 


F. P. Rider has rejoined Barretts 
Lid., Manchester exhibition con- 
tractors, as representative for Lanca- 
shire, Yorkshire and Cheshire. 


W. Gordon Elms 


. 
i .- 
fr 
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Kathleen Darby 


Ne 


Seats 


Dawn Sparkes, assistant editor of 
“Markets & People,” and only 
daughter of Lindley Sparkes, adver- 
tisement director of ‘Everybody's,’ 
was married on Saturday to Lowe 
Watson, a_B.E.T.R.O. research 
executive. The bride is grand- 
daughter of two well known adver- 
tising personalities—George Sparkes 
and Herbert Holford Bottomley. 


David Joel, advertisement man- 
ager of Daily Film Renter, has been 
appointed associate adyertisemeni 
director of The Cinema and asso- 
ciated publications. 

+ + * 

Visiting London on_ his first 
peace-time trip is Ralph C. 
Tassinari, Foote, Cone & Belding 
Ltd., New York account executive 
for B.O.A.C.—accompanying Paul 
Bewshea, B.O.A.C.’s sales manager 
in New York. 

* . * 

Adam Kempsell, son of “Willie” 
Kempse!!, of Kempsell’s Advertising 
Service. Glasgow, advertisement 
representative with the Scottish 
Daily Express, where he began his 
advertising career, has joined the 
family agency. Entertained by his 
Express colleagues at a stag party 
in Sloan's Restaurant, Glasgow, last 
week, he was presented with a 
Parker 51 writing set. 


John Lockett 


T.. &. Preston 6 


Romer Hatton 


John H. Lockett <has_ been 
appointed Press officer to the 
English Electric Company. He ~“— 


up his duties on Say Oe 
succeeds Malcolm L or the 
past four years Mr. > Lect has 


managed the Press Division of the 
Esso Petroleum Company, where 
his last big job was to organise 
Press arrangements for the opening 
of the company’s new oil refinery 
at Fawley. For five years before 
the war he was on the staff of the 
Manchester. Guardian. He left 
journalism for industry in 1937, 
when he took over public relations 
for the Port of Manchester. After 
the war—he was in the Navy 
became deputy public relations 
officer to the British Iron and Steel 
Federation until 1947, when he 
joined the Anglo-American Oil 
Company. 
* * 7. 


Joseph Rackow, managing direc- 
tor, Cinema & General Publicity 
Ltd., escaped with severe bruises 
and shock when he was involved in 
a car crash near his home last week. 

* ~ * 

H. C. Goodman has _ been 
appointed assistant sales manager to 
Marconi radio and __ television 
receiver division. Mr. Goodman 
has a 23-year record of service with 
the E.M.I. Group. Before the war 
he was a sales sageeetatemies. 

* 


While visiting Bermuda, where he 
collected material for an editorial 
campaign on the Castle Harbour 
Hotel, Sam Heppner, Mather & 
Crowther’s publicity manager, wrote 
a song called “Lovely Bermuda.” 
It has been incorporated in an 
American film, F seeee ‘eee 

* 


To handle business which will 
arise from the re-entry of Columbia 
into the radio and television market, 
a new division of E.M.I. Sales & 
Service Ltd., has been created. 
This will be the Columbia Radio 
and Television Sales Division and 
has been appointed 


+ * 

E. Dacre Lacy is leaving Latin- 
American Industrial Press Ltd., of 
1 New Bond Street, London, W.1, 
at the end of the month to become 
publicity manager with Adprint Ltd. 


Romer Hatton 
sales manager. 
* 
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You have much more than merchandise to 
sell to the impressionable young readers 
of “Good Taste”. The buying habits they 
acquire today affect you now—and in the 
years ahead. Career girl, bride-to-be, youth- 
ful wife and mother... no mean spenders 


PAGE RATE £100 


now, their budgets will increase with their 
responsibilities. The seasoned space buyer 
includes “Good Taste” in almost every 
campaign addressed to women—for imme- 
diate results, and for the future prestige 
of his product. 


1/- MONTHLY 


A.W. BURNETT - ADVERTISEMENT DIRECTOR - WELDONS LTD - 30-32 SOUTHAMPTON STREET - LONDON W.C.a2 


he ‘ al UM P Ss = a > oe eee: a. UMM eae a 
ass a ee eam ni 
. * ° 
+ ae s* ee 
: : > Ae 4 we | = ji 
+ a (z o* - af ‘ 
ips — ff 
D a Pcp — Dee | 
4 TAS SS | 
oe —~FPa —~— ~ 1 
oe = a 
a to thts youteg woman . 
a , 
Je 
uaa 
ee Good Yj le THE YOUNGER WOMAN'S GUIDE TO GRACIOUS LIVING 
basi 
ae 4 — | 


ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


180 Fleet Street, E.C.4. "Phone: Chancery 8844 


52/6 A Year Post Free 55/+ Overseas 


September 27, 1951 


Hope Is A Spur 


HE business of advertising is directly affected by the policy 
Te the government in power on commercial and industrial 
matters. When free enterprise flourishes, commercial 
advertising flourishes. When free enterprise is restricted by 
government action, advertising tends to be restricted. Funda- 
mental differences between the two major political parties on 
the place of free enterprise in British economy being what they 
are, it is not surprising that the great majority of those engaged in 
advertising should hope for a change in governmental approach 
to problems of manufacture and distribution. 
Our Survey of Appropriations, as we pointed out last week, 


_ disclosed an urge towards expansion, reflected in plans for higher 
_ advertising expenditure. This urge may well receive an impetus 


from the prospect of an expansionist outlook at Westminster, 
coupled with an assurance that, so far as economic circumstances 


_ permit, a greater proportion of the rewards of work and enterprise 
will be retained by the earners. Already a pointer is provided by 


the rise in Stock Exchange quotations following news of the 
election. 

There is little doubt that a change of government would 
stimulate business confidence and so prove f stimulant to sales 
promotion. 


Challenge To The Provincials 


LL concerned to promote the interests of provincial news- 

papers as an advertising medium should study the address 
given to the Young Newspapermen’s Conference by David 
Clackson, president of the Press Advertisement Managers’ 
Association. 

Quoting figures to show that during the past five years, while 
total spending on Press advertising has increased, provincials, 
daily and weekly, have had a progressively decreasing share of 
the total, Mr. Clackson said this situation constituted a challenge. 
He went on to indicate how in his view the challenge should 
be met. 

Provincials, he urged, should prove by research that their 
ties with their readers create goodwill out of all proportion to 
their sales figures. They must make it easy for advertisers to 
use hundreds of units as against one or two units of larger size. 
They must give more facts about their coverage. They must 
improve reproduction and make-up. 

All this makes sound sense. Only by selling themselves by such 
means can provincials hope to reap the full rewards of their merits. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Power cut threat 


to publishers 


ITH the threat of serious 
power cuts, printers and 
publishers face a difficult winter. 
Approaches have been made 
to the authorities with a view 
to cuts being avoided on Press 
days. But the reaction has not 
been encouraging. 

The Ministry of Fuel and 
Power told us this week that the 
responsibility for power cuts rests 
with the British Electricity 
Authority. While B.E.A. said that 
decisions on the timing of cuts 
are a matter for area boards, 

And the area boards, we are 
told, are inundated with requests 
for special consideration from 
many industries. They say they 
will do their best to help all in- 
dustries, but conflicting claims 
make this difficult. 

The outlook is not bright. 


The food canning industry will 
shortly face serious packaging 
difficulties. Shortage of tins result- 
ing from the armaments drive 
will be felt early in the new year, 
for deliveries for the last quarter 
of 1951 will be lower than the 
quantities supplied for home trade 
in the same period of 1950. If 
this threatened shortage of some 
of the famous canned foods 
materialises, advertising cam- 
paigns will be affected before 
long. 


[7~=—— OO Sse 


Yorkshire faces strong 


poster challenge 


EPORTS from Yorkshire in- 

dicate that the outdoor ad- 
vertising industry faces a hard 
fight for its rights in the West 
Riding. 

Speaking at the annual confer- 
ence of the West Riding of York- 
shire Urban District Councils’ 
Association at Ilkley, Arthur 
Bates, planning officer to West 
Riding County Council, said there 
was no place in rural areas for 
general advertisements. He added 
that advertisements in urban areas 
should also be restricted. 

The only rural advertisements 
he would like to see would be 
advance signs telling the traveller 
where he could obtain refresh- 


ments, or notices describing the 
trade or business carried on 
nearby. 

This kind of bias on the part 
of individuals in key planning 
positions provides one of the 
toughest problems facing the in- 
dustry in its challenge battle. 


— — — 

Following the formation in 
Ireland of an Association of Ad- 
vertisers—45 firms were repre- 
sented at the inaugural meeting— 
there comes news from South 
Africa of a move to establish 1 
similar organisation there. An in- 
augural meeting is planned in 
Johannesburg, and important ad- 
vertisers in the Union have 
promised to attend. 


Social value of 


market research 


HE possibility of market 

research methods being used 
by development corporations to 
test public reaction to their 
schemes is foreseen by The Local 
Government Chronicle. 

An editorial states: 

“If the makers of established 
brands of cigarettes, toothpaste 
and biscuits regard it as essential 
to spend large sums of money on 
keeping their goods before the 
public, feel strongly about the 
regulations governing hoardings, 
take trouble to investigate the 
buying habits of the public and, 
lastly, and are apparently satisfied 
with the value which they receive 
for their money, is it not equally 
desirable that development cor- 
porations and local! authorities 
should take some trouble to 
ascertain the reactions of their 
consumers even if their monopol- 
istic position avoids the need for 
advertisement on the same scale? 

“Indeed, their very monopoly, 
in our view, increases the need for 
market research.” 


Paper firm to raise 


ad. appropriations 


A large firm making paper and 
paper products is stepping up its 
advertising appropriation in 
anticipation of a buyer's market. 
Shape of things to come? 


ROUND TABLE 


8,000,000 families see what they want and want what they see m4 


THE NATION’S SHOP WINDOW | 
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YOUNG...SMART... 
with a lot of taste and a little more money 


to express it than most. 


She is one of the many thousands 


of younger, smarter women 
who fully appreciate 
Vanity Fair 
as the only magazine 
designed exclusively for them. 


£125 a page in black and white, £175 in colour. 


TRE NATIONAL MAGAZINE C€CO., LIMITED, 28-360 GROSVENOR GARDENS, LONDON, 
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POLICY PLATFORM—Agency Finances 


frustration. They feel that 
they, and they alone, among the 
parties to the advertising 
contract, are at a financial 
disadvantage because of the 
economic circumstances of the 
time. For some of them it is 
becoming a serious problem. 

Since the war there has been 
a substantial rise in the price 
level, and it is stili going on. 
Advertisers have raised the prices 
of their products, media have 
raised their rates, but, because 
the basis of agency remuneration 
is what it is, there has not been 
anything like a corresponding in- 
crease in agency revenue. 

Yet agents, like everyone else, 
have to meet ever-increasing costs 

in salaries and wages (60 to 80 
per cent of the total), in over- 
heads, materials, postages, travel- 
ling expenses. 

Before the war agents reckoned 
to operate profitably on a 10 per 
cent rate of media commission. 
To-day, though some media give 
higher rates, varying from 124 to 
15 per cent, most still give only 
10. Among these are most of the 
provincial newspapers and the 
trade journals, in respect of which 
the preparation of advertisements 
and despatch of blocks involves 
far more work for the agency 
than is necessary when dealing 
with the nationals. 

* * 

O estimate the average com- 

mission received by agencies 
is not easy. This must, of course, 
vary between agency and agency, 
according to the nature of its 
business. An agency with clients 
using extensively national maga- 
zines and London Transport sites 
would earn a higher average than 
one placing most of its business 
with trade journals and provincia! 
newspapers. 

An agent writing in ADveR- 
TISER'’S WEEKLY recently gave an 
estimate of just over 13 per cent. 
This may well be true of his own 
agency. I think it may be on the 
high side. Another agent I know 
who had occasion to work out the 
figure found it to be 11°84 per 
cent. One can probably take it 
that, for an agency with a mixed 
clientele, it varies hetween 12 and 
13 per cent. 

Yet, according to my inquiries, 


DVERTISING agents are 
A stern from a sense of 


Agents’ Case For 


Agents feel frustrated because they contend that they alone among the parties 
to the advertising contract are not getting a higher income commensurate with 
Our contributor states the problem and suggests his solution. 


higher costs. 


the expenses of running an agency 
to-day amount to approximately 
12 per cent of turnover, leaving 
precious little margin for profit. 
But agents do make profits, 
modest though they be. The aver- 
age, 1 understand, ranges from 1 
to 2 per cent, and this with an 
honest system of accounting that 
aliows no more than a fair figure 
for directors’ remuneration, IK 
is clear, at any rate, that no 
agency can hope to work on 10 
per cent except at a loss. 

It is often said that because of 
the steep increases in space rates, 
agency turnover has automatically 
increased, thus compensating the 
agent for his higher costs. This 
is a fallacy. 

As a genera] rule, the agency 
does not profit by an increase in 
rates. Most advertisers work to a 
fixed budget. There are of 
course exceptions, but they 
will seldom expand their appro- 
priations just because the price 
level is higher, or because adver- 
tising has become more expensive. 

Another factor with which the 
agency has to contend is that the 
volume of work (and thus the 
cost of operating an account) that 
arises from space difficulties, has 
risen considerably. A space buyer 
told me only a few weeks ago 
that in one month his agency has 
had to send out over 700 amend- 
ments to orders. Each of these 
costs the agency money he cannot 
recover from the client. 

The squeezing of agency fin- 
ances is beginning to have some 
unfortunate results. Agencies tend 
to think twice before adding to 
their salaried staff, even if they 
know that a greater diversity of 
talent on the creative side is 
desirable. They hesitate, too, 
ibout taking in trainees, who may 
be potentially valuable, but for 
the first few years will be a 
liability. 

* * * 

HAT is the solution? Some 

agencies find one by declin- 
ng to work for less than 15 per 
cent. Their method is to rebate 
commissions and charge the client 
a flat 15 per cent on turnover. 
Others charge service fees for 
their smaller accounts. On tech- 
nical accounts a service fee, vary- 
ing according to the work in- 
volved, has become customary. 

Agents adopting this course tell 
me that their courage has justified 


By An Advertising Agent 


15 Per 


itself, Clients generally have 
proved understanding, because 
they appreciate that only an 
agency able to employ top grade 
staff can give the best service. But 
there are still some advertisers 
who think they should get good 
agency service for nothing. 

Here we come to the crux of 
the objection to the fee system. 
There being no recognised scale 
of fees (and it is not easy to 
envisage one) it does throw the 
agency business open to a danger 
of price cutting. Competition 
between agencies is healthy, bug it 
must be on the basis of service, 
not of charges. 

Since, by agreement between 
agents and media owners, agency 
recognition was established, and 
splitting of commissions for- 
bidden, agency service has vastly 
improved. This has happened be- 
cause agencies, precluded from 
this form of price cutting, and 
with their commission income 
stabilised, have vied with each 
other to get and keep clients by 
giving good service, which they 
could afford to give because, until 
recently, their commissions 
assured them an adequate income. 
Any contrary tendency would be 
retrogra Je. 

.That is why, though it may 
be necessary under present cir- 
cumstances to augment commis- 
sions by fees to the client, most 
agents believe the real solution 
to be higher media commissions. 
An all-round 15 per cent is what 
they ask. 


ee a 


7 illustrate some of the points 
made in this article, | append 
the actual operating costs of two 
agencies of medium size, one with 
a turnover of £150,000-£200,000 
a year, the other with a turnover 
between £75,000 and £100,000. 
Each agency is of a general 
character, handling a number of 
technical, local, and minor 
national accounts. 

It is clear from these figures 
that the margin of profit is ex- 
tremely narrow. In the case of the 
larger agency, the profit is in- 
creased by certain special fees, 
but if these are subtracted, the 
nett profit on trading is seen to 
be approximately 2} per cent 
only. In the case of the second, 
with no special fees, it is approxi- 
mately 2 per cent. In both cases, 
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Cent 


gross profit is kept in the region 
of 15 per cent, and this is only 
achieved by service fees on 
smaller accounts and by other 
charges for special services. 

A second table shows the per- 
centage spent on salaries in the 
four main departments. It is in- 
teresting to note that although the 
agencies differ considerably in size, 
the expenditure between depart- 
ments Is approximately the same. 


\ ESSED AS 
PERCENTAGE OF TURNOVER 


(1) (2) 
Turn- Turn- 
| over over 
$3 75- 
000 | 100,000 
Gross Profit : 
Commissions 14:57 15-195 
Fees on 1-688 — 
Discounts ee 0:758 “471 
Interest on Invest- 
ments ... ond 0-109 _ 
7-134 | 15-666 
Overheads 
ent and rates 320 697 
Light and heat . 047 O74 
wages 
directors 7-680 9134 
Audit ond 091 O74 
Telephones 257 234 
Depreciati: oka 219 102 
Travelling and 
entertaining ... 1-339 1-337 
Sundries (Sta- 
tionery, 
insurance, 
» legal, 

. = bes 2-181 1-568 
Publicity ... hes 560 “450 
Bad debts ved - _ 

12-694 | 13-670 
Nett profit 4-440 1-996 
STAFF COSTS 
Expressed in percentage of total 
wages 
qa) (2) 
% | % 
CONTACT 25 25 
CREATIVE ou 40 30 
PRODUCTION ... 7 13 
ADMINISTRA- 
TION ... yes 32 


Staff are classified as follows : 
_ Contact: Account Executives, and all 
directors having contact with clients. 
Creative: Layout men, visualisers and 
copywriters. - 
Production: All concerned with 
mechanics, copy dispatch, etc. 
Administration: All clerical staff, 
voucher clerks, checking, telephonists, 
messengers, etc. 
Directors, salaries are apportioned to the 
Department in which they work. 
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DON’T LIMIT YOUR ADVERTISING! 
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THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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Liss is doing big things for its readers 
and its advertisers. Here is another great and important 


series of national interest — another great example of the 


virility, the planning behind this go-ahead paper. 
ILLUSTRATED — live — colourful — up to the minute — is 
reaching out and out—playing a foremost part in entertaining. 
and informing the nation and in influencing the sales of 
everything a nation needs. Make sure that you harness 
the power of this ; 


wide-awake weekly to 


all your 1952 campaigns. 


MEMBER A.8.C. 
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Reiterating his thesis, that an advertisement heading 

must arrest the reader “in the twinkling of an eye”, 

Copytaster this week turns his critical eye from the 

words of headlines to the manner of their presentation, 
particularly those in— 


UNHOLY SCRIPT 


; ONSTANT readers may 

; (Crnente: that I was the 

founder and first president 

of the British Chapter of the 

' Society for Preservation of the 
) Serif. 

Naturally, the Society ran into 


a good deal of opposition from 
typographers who claimed that 
certain Grotesque Sans-Serif types 
which had been buried in the un- 
consecrated vaults of  type- 
founders for fifty years and more 
were the dernier cri, the sine qua 
non, and indeed the very bricks 


~~ Kent 
Messenger 


NETT 


SALE 


January to June, 195! 


60,141 


Copies Weekly (ABC) 


and mortar of their craft. Caslon, 
Garamond, Goudy, Plantin, 
Baskerville, Cloister and even 
Times were “corny.” Gill and 
Grotesque were the only goods, 
and they would worship none else 
but them, Moreover, had I not, 
in the very article in which I an- 
nounced the founding of the 
Society, praised an advertisement 
for Shell Oil with a headline set 
in Gill Extra Bold? 

But all that was a good many 
years ago, and the times have 
changed. One can still find plenty 
of headlines set in sans _ serif 
faces (for the leaders of typo- 
graphical fashion do not com- 
mand such instant imitation as 
Christian Dior or Jacques Fath) 
but there are not nearly as many 
as four years ago. In their place 
we have something new and very 
much to be regretted—a rash of 
hand-lettered script, often very 
ugly or insipid, and very seldom 
easy to read quickly. Many of 
them look as if the layout man 
had simply dipped his brush in 
black poster paint and written the 
words in his usual running hand, 
though I am often amazed to find 
that in fact they have been per- 
petrated by commercial studios 
and charged at rates that could 
only be justified if first-class 
lettering artists had spent an hour 
or two upon them. Among the 
examples here are some which no 
advertising manager worthy of 
the name should countenance. 

The extraordinary thing about 
this hideous stuff is that the lay- 
out men and art managers justify 
it by saying that such script 1s 
very much used in the United 
States. They simply cannot see 
that the particular script they pro- 
duce is in most instances hope- 
lessly inferior to the very worst 
that America allows into print. 
They cannot see that while certain 
scripts look commanding, persua- 
sive or full of character, others 


Copytaster found all these 
examples of hand-lettered head- 
ings in one magazine. “Only the 
one about perfume has any pretti- 
ness or character,” he comments. 


have all the appearance of being 
produced by butchers’ appren- 
tices (No trips. No livver. No 
awful!) or begging-letter writers. 

The explanation may be that 
the telephone and the typewriter 
have killed the art of penman- 
ship; but in that case there is even 
less excuse for using handwriting 
in headlines. 

And now what can be done 
about it? To appeal to the artists 
is a waste of time. Like mothers 
whose plainest babies are mighty 
like a rose, they can never believe 
that their writing is not a joy for- 
ever; moreover they are not likely 
to read these words. But to copy- 
writers, and particularly to clients 
I say this: The object of a head- 
line is not only to be read, but to 


Review of 
Advertising 
by 
COPYTASTER 


be read at a glance—in the twink- 
ling of an eye—by a reader who 
is going to pass to the next 
column or turn over the page if 
he doesn’t see something that 
interests or impresses him. He is 
accustomed to seeing headlines 
about everything interesting from 
sex to sport in clear, quickly 
legible type. His eye is trained 
by long practice to recognise 
scores and perhaps hundreds of 
words by their shape—in roman 
type—without having to look at 
every letter. So why go out of 
your way to make it more diffi- 
cult? Even if you think a headline 
in script more beautiful than type, 
why not remember and keep on 
remembering that the object of a 
headline is not to be admired but 
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Are you selling fabrics .. . corsetry : . . stockings 
.-. gloves... hats ...shoes ... beauty products? 
If so, you have a hand-picked prospect list in 
the readership of Vogue Pattern Book. 
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100,000 women pay 2/- a copy to study the latest 
Vogue Pattern styles, which they buy in over 500 storer. Each one 
is planning a new outfit at that particular moment— 
an outfit that will include your type of merchandise. 
Advertisements in Vogue Pattern Book therefore ensure 
maximum reader interest and response. 

Don’t overlook this important audience when you plan 

your 1952 appropriations. Those 100,000 readers 

can be 100,000 customers for you. 
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You may notj[beEinterested in population 
figures or the number of children born, 
but some manufacturers are very interested. 


canning Me Troon 


gives just these facts, together with more than 


16,000 


other items of marketing 
information for 
70 Towns and Districts. 


Don't forget to refer to 
your copy when you 
are planning or 
considering a campaign! 
NORTHCLIFFE NEWSPAPERS 
GROUP LIMITED 


R. H. Penney, Advertisement Director 
Carmelite House, London, E.C.4. Telephone: Central 6000 
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REVIEW OF 
ADVERTISING 
(Continued) 


to hit someone fair and square 
between the eyes, stop him in his 
tracks and make him look again 
at the picture and the copy. Little 
puddles of script don’t do that: 
they merely look “difficult” and 
give the reader an excuse to hurry 
past. 


* * * 


HAVING SalID all that, | find I 
must make one exception. From 
time to time one comes across an 
advertiser who has a pet boast or 
phrase (which he erroneously 
calls a slogan) that must appear 
at the top of every advertisement 
—The Biggest Furnishing House 
in Scotland, Wines of Quality or 
Better Bicycles. 

Naturally you will wish to 
make this virtually invisible so 
that it will not get in the way of 
your real headline—the one that 
has something to say—and the 
way to dispose of it is either to 
inter it in the decent obscurity of 
hand-letter script or to commit 
the other enormity of printing it 
in light condensed sans, heavily 
letter-spaced. 


* * * 


PERHAPS YOU have heard of the 
hand-painted ties that are such 
a fad in America. For your sins 
you may even have seen them. 
Now from a Chicago paper called 
Commerce 1 have been sent an 


called Adver-Ties, which are in- 
dividually designed for advertisers 
with their trade-mark, 
an illustration of their product 
and hand tailored on—of course 
—“quality” material. 

The idea may not appeal to you 
perhaps, but I am sure you will 
enjoy the opening words of the 
advertisement : 

“Here's a modern, sincere way 

to give publicity to your fine 

products. . . . Adver-Ties are 

strictly different and convey a 

very subtle ‘ad.-message’.” 

The words I liked most were 
“sincere” and “subtle,” but the 
charm of “strictly different” is not 
lightly to be forgotten. My pro- 
found thanks and salaams to the 
vigilant and perspicacious reader 
who so kindly put me in the pic- 
ture. 


* * * 


LooKING aT this Lockheed 
Constellation advertisement one 
keeps asking what it is hoped 
to achieve, and whether in fact 
it could ever produce anything 
but a smile. 

Whenever I have booked an 
air passage I have decidedly had 
the impression that there was no 
choice about the type of aircraft; 
but perhaps it is different on the 
Atlantic flight, though it seems 
scarcely credible that any airline 
using more than one type could 


TH weit for spece on 
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advertisement of some garments 


slogan or 


“Looking at this advertisement, 
one keeps asking what it is hoped 
to achieve. On the face of it the 
campaign seems to be attempting 
the almost impossible.” Does it 
seem likely that the airlines would 
buy Constellations as a result? 


operate satisfactorily if the public 
all learned to insist on flying in 
the particular aircraft they 
fancied. But, be that as it-may, 
does it seem likely that any series 
of advertisements, however bril- 
liant, could make such large num- 
bers of people insist on going by 
Constellation that the airlines 
would be compelled to buy them? 
Alternatively, are airline opera- 
tors the kind of people to believe 
that an advertising campaign 
would create such a demand? On 
the face of it the campaign seems 
to be attempting the almost im- 
possible 

The advertisement itself is very 
weird and wonderful, Here is a 
man who has evidently brought 
a conference or maybe a cabinet 
meeting to a halt while he books 
an air passage, yet the matter is 
so lacking in urgency that he can 
wait indefinitely until there is 
space in his favourite aircraft. 
Does that sound like a man of 
affairs, or a very inconsiderate 
person who is happy to keep eight 
or nine people cooling their heels 
while he makes a call that ob- 
viously was not urgent? But per- 
haps I am being captious; perhaps 
it would have seemed all very 
normal if the man had said “I'll 
wait for space on the Constella- 
tion” instead of using this un- 
natural turn of speech. A phrase 
that would be a fair description 
of a film star sounds completely 
false—and very unbusiness-like— 
when said of an airliner. 


* * * 


FOR UTTER ARTIFICIALITY, how- 
ever, the palm goes to a Royal 
Dessert advertisement from 
Grocer's Gazette. The copy is 
supposed to be a monologue by 
a grocer, who painstakingly re- 
cites all the selling-points that 
have been put to him by a 
traveller and then remarks: 
“There’s no stopping these chaps 
once they get started. To shut 
him up I ordered some of his 
precious Royal Tapioca Dessert.” 

The italics, of course, are mine. 
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MARKET RESEARCH 


How Depth Interviews Can Analyse 
Basis Of Sales Appeal 


This article is based on a paper read at the recent 
ESOMAR/WAPOR Conference at Tunbridge Wells, 
by S. OREANU of Research Services Ltd. 


HE type of interview in 

which not all the questions 
are prescribed on a question- 
naire, one that allows some free- 
dom to the interviewer, has been 
used in a variety of research in 
recent years, and is constantly 
finding wider applications. This 
method of research is—rather 
ineptly—termed “depth inter- 
viewing”. 

One of the most favoured uses 
of depth interviews has been to 
analyse the effects of propaganda. 

In the field of commercial re- 
search, depth studies have been 
used to analyse the basis of sales 
appeal. 

Though the method of depth 
interviewing has been widely used, 
it has by no means found univer- 
sal acceptance. One challenge 
comes from those who argue that 
people are incapable of explain- 


ing their opinions and give mis- 
jcading answers when questioned 
intensively. This objection applies 
rot only to depth interviews, but 
with equal force to the highly 
structured questionnaire, and in 
fact to any method that probes 
intensively into the why and 
wherefore of opinion. It is really 
part of the old war that has been 
fought by various schools of 
psychology against the use of 
introspection, 

A weighty argument against 
introspection is that in attempting 
to analyse a thought we create 
something new that was not 
actually present in the original 
thought. 

Whatever attitude we adopt to- 
wards these theories, it seems 
likely that some opinions are 
formed by the coming together 
of many small impressions too 
slight or top confused for analy- 


sis. This will no doubt apply 
particularly to those casual 
opinions which have little impor- 
tance for the individual, For 
example, many of the opinions 
underlying the purchase of goods 
may come under this head of too 
slight and too confused for 
analysis and we should therefore 
think carefully before applying 
depth interviews to a problem in 
market research. 

To take up a cautionary atti- 
tude towards “depth” or intro- 
spective methods is one thing, but 
to abandon them altogether in 
favour of quantitative techniques 
suggests faintheartedness rather 
than objectivity. We are always 
having to rediscover the necessity 
for introspection. 

The technique of depth inter- 
viewing is our next consideration. 
The essential feature of this tech- 
nique is that it allows the respon- 
dent to guide the interview along 
the line of his own thoughts, pro- 
vided they are relevant to the 
topic of the inquiry. For this 
reason the method has been called 
“non-directive.” That is not to 
say that depth interviews are com- 
pletely non-directive; there is 
usually some direction by the 
interviewer, but it is this character 
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of greater or lesser non-direction 
that distinguishes them from the 
ordinary poll interview. The roie 
of the interviewer as prompter 
and sympathetic listener bears a 
close resemblance to that of the 
psychiatrist, nor is this resem- 
blance coincidental. 

People engaged in social re- 
search were impressed by the rich- 
ness of material produced through 
free-association, which is precisely 
this technique of allowing a 
person to follow his own line of 
thought, in the belief that in this 
way mental resistances can be 
overcome and latent ideas 
brought back into consciousness. 
It has been a point of argument 
whether, if thoughts: are allowed 
to wander around a topic, they 
lead, in depth interviewing terms, 
downward to the heart of the 
matter or take an easier path off 
into irrelevant channels. In fair- 
ness to the psychiatrists, many of 
them would probably agree with 
the critics of depth interviewing 
in this respect, on the grounds 
that free-association only works 
as a method when it is based on a 
special kind of sympathetic 
relationship between psychiatrist 
and patient. When, as in depth 
interviewing, the aim is research 
instead of therapy it has been 
argued that this sympathetic 
relationship has no chance to 
develop. If, however, the method 
does fail to work, leading to 
rationalisation and a drift away 
from the point, skilful questioning 

(Continued on next page) 
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Depth Interviews In Market Research— continued. 


can often detect this by incon- 
sistency of the replies. 

The second main objection to 
depth interviewing is that the 
results cannot be expressed in 
statistical terms, as the same 
questions are not answered by 
each respondent. This is, ol 
course, irrelevant if one is look- 
ing for individual differences 
rather than similarities, Besides, 
if generalisations are required, 
much of the material obtained can 
be quantified if one ensures that 


all the major topics are 

thoroughly covered in every case. 

Unstructured 
Interviews 


It is the wholly unstructured 
interview, allowing a free rein to 
whatever associations happen to 
be formed, the type closest to the 


psychiatric, that gives results 
which are often impossible to 
quantify. 


It is also with this type of 
interview that the third objection 
is most pertinent: that depth in- 
terviews can be given a variety of 
interpretations. There seems to 
be a good deal of weight behind 
this contention. I can think of 
studies in which the meaning of 
the results has been hotly con- 
tested and to judge by the evi- 
dence either side might have been 
right. 

The ae soc! ane tries 


to get round this problem by 
having the questionnaires ana- 
lysed by two or more people and 
taking the common measure of 
agreement. But there is no 
guarantee that a compromise 
reached in this manner will repre- 
sent the truth. 

In the light of these objections, 

ind especially the last-mentioned, 

vhat is the justification for using 
depth interviews? 

Although the results may some- 
times defy interpretation, it is 
often possible to get from a depth 
interviéw evidence of a person's 
itutude of mind and emotional 
feelings which are not wholly re- 
vealed by replies confined within 
the strait-jacket of a question- 
naire. 

Some research workers have 
demanded experimental proof 
that the depth interview “digs 
deeper.” To judge by the experi- 
ence of psychiatric research, it 
seems doubtful whether the 
results of experiments would 
agree sufficiently to allow of 
generalisations. 

Besides, it is often practical 
rather than theoretical considera- 
tions that lead to depth interview- 
ing. A researcher working in 4 
field that has been little explored 
may have insufficient knowledge 
on which to construct a question- 
naire and is then forced to rely 
on an open interviewing tech- 
nique. Unless the results are 


| . = 


clear-cut, however, it would seem 
desirable to test them by quanti- 
tative methods. The material ob- 
tained by depth interviewing 
could provide the basis of a ques- 
tionnaire. 

This two-stage process May not 
be feasible if the research has to 
be done quickly, but under ideal 
conditions perhaps the widest and 
soundest use of depth interview- 
ing will be to prepare the ground 
for quantitative investigation. It 
can ensure that this is correctly 
orientated and that no important 
aspect of the problem has been 
left uncovered. At the other end 
of the investigation depth inter- 
viewing may help to explain or 
clarify statistical findings. 

Turning from stages of investi- 
gation to types of investigation, 
we have the suggestion that depth 
interviews are indispensable for 
determining what has influenced 
an opinion, whether predisposi- 
tion, social influences or features 
of a situation, In practice this 
might be an inquiry into the effect 
of an advertisement. 


Best For Solving 
Complex Problems 


Other types of inquiry, in which 
depth interviews have been em- 
ployed, are in analysing motiva- 
tion, in detecting the pattern 
underlying complex attitudes and 
in discovering the real meaning 
of replies to a question. In deal- 
ing with these problems the re- 
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search worker may have the alter- 
native choice of questionnaires, 
attitude scales or projection tests. 
Perhaps one might say in general 
that depth interviewing is likely 
to be most productive when little 
is known about the field of 
inquiry or when jt is known to be 
complex. 

Like most other techniques 
depth interviewing has its own 
train of practical problems. One 
that frequently presents difficulty 
is how to get a full record of the 
interview. By summarising what 
is said one is likely to lose not 
only some of the fine shades of 
meaning, but also all signs of 
hesitancy, doubt, assurance, etc., 
which form an essential part of 
the findings. A wire or tape 
recorder is the idea] solution, for 
then nothing is lost except, of 
course, gesture and facial expres- 
sion, and on the whole people 
seem to be less inhibited by a 
microphone lying in front of them 
than by having the interviewer 
writing while they are talking. 
But unless one can bring those 
who are to be interviewed to a 
central point, the use of a record- 
ing machine is generally out of 
the question. So the interviewer 
has to be capable of writing 
shorthand, and even then his 
record will not be complete. To 
write and at the same time grasp 
the implications of what is being 
said demands a high degree «of 
mental alertness. It also imposes 
a considerable strain on the inter- 
viewer. 
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The artist 
in advertising 


“All Art is quite useless,” said Wilde. 
Many advertisers have proved him 
wrong. 

Wherever an illustration is used in 
advertising, original and sensitive 
pictures will lend a cutting edge to 
what an advertisement has to say. An 
artist working with enthusiasm and 
sincerity, knowing that his talent can 
provide the answer to a problem, 
sometimes contributes far more to an 
act of persuasion than the planners of ‘ 
it dreamed ; he is an expert in | 


awaking responses in human beings. 

It is easy to state that the best 
drawings and the best photographs are 
better than anything less good. But 
how does an agency acquire them ? 

An artist can give of his best — i 
JWT finds—only when the creative 
team within the agency can mould the 
illustration problem so as to permit tha 
individual artist to make it his own. i 
He—the artist or photographer —will , 
accept such an agency’s commissions 
with a good will. i 

In nearly every London art exhibition ) 

"you may see the drawings and paintings ! 
of artists who have become genuinely i\ 
interested in JWT problems— the 
sales problems of JWT clients—and 
have helped JWT to solve them. 
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J. WALTER THOMPSON COMPANY LIMITED 
40 BERKELEY SQUARE LONDON WI - MAYFAIR 9496 
London—Paris, Antwerp—New York, ; 
Chicago, Detroit, Hollywood, San Francisco, 
Los Angeles, Seattle—Montreal, Toronto— 
Mexico City, Buenos Aires, Montevideo, 


Johannesburg, Port Elizabeth. 
CORRESPONDENT OFFICES: Vienna, Prague, 
Copenhagen, Helsinki, Frankfurt, Athens, 
Amsterdam, The Hague, Milan, Oslo, Lisbon, 
Madrid, Stockholm, Zurich—Cairo, Beirut— 
Karachi, Rangoon, Hong Kong, Singapore, 
Bangkok—Auckland. 
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Triumphant Newcastle! The North-East is justly proud of the 

Cup winners. With its prosperous industrial and agricultural 

populations, the North-East can be a winner for you, too. Make it 

your goal, by advertising through the winning team of dominant 
~ Kemsley Newspapers: 


Newcastle Middlesbrough 
NEWCASTLE JOURNAL EVENING GAZETTE 
EVENING CHRONICLE NORTH-EASTERN 

THE SUNDAY SUN WEEKLY NEWS 


WEEKLY CHRONICLE THE CLEVELAND STANDARD 


Kemsley House, London, W.C.1 
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Flourishing trade and industries can 


provide work for all, stop migration 


northern counties was pub- 

lished three things have 
happened that will help us to 
build up a market picture of the 
area. The preliminary report on 
the 1951 Census has appeared; in 
the same week of July the 1951 
Hulton Readership Survey was 
published and finally, I have just 
come back from a visit to the 
north east. This trip has helped 
me to remember that the facts 
and figures we are going to dea! 
with refer to real people with a 
lively local patriotism, a pattern 
of living which is all their own 
and a set of desires, habits and 
preferences which the advertiser 


* INCE the last survey of the 


By a marketing correspondent 


must study if he wants his 
campaign to succeed. 

The new Census figures will be 
studied with interest by everyone 
in the advertising and marketing 
world. So let us look at the 
Census and see what it has to say 
about northern counties, 

The first point worth noting is 
that the geographical regions 
used by the 1931 Census are done 
away with and the northern 
counties of Cumberland, Durham, 
Northumberland, Westmorland 


and the North Riding of York- 
shire, now make up R«gion I. 
Another point of general interest 
is that “conurbations” are quite 
respectable and the preliminary 
report, which gives details of 
London and the five largest pro- 


The birth of a new town at Peterlee in south-east Durham, where 
houses are now beginning to appear, will affect the population pattern 
of the area. 


Marketing plans will have to be adjusted accordingly. 


vincial urban conglomerations, 
accepts the fact that for certain 
purposes the administrative areas 
are not sufficient. 

Of course the preliminary 
report does no more than verify 
and correct the regular popula- 
tion estimates made by the 
Registrar General and we shall 
have to wait a little longer for the 
full story. In fact, the latest esti- 
mates of the Registrar General 
compare very well with the 
Census figures, as can be seen 
from Table I. 


TABLE I 
Census and Estimated Population 
Compared 
| 
| Census \Estimated 
1951 | Mid 1950 
Cumberland UD) 154,229| 154,400 
RD | 131,118) 329,790 
Durham UD | 1,181,292 | 1,183,003 
RD | 282,124) 286,340 
Northumber- UD) 696,743] 608,712 
land RD 101,432} 1200, 
Westmorland UD 32,647 31 
34,736| ° 34,68 
Y hire UD 351,730 349,824 
North Riding RD 173,766| 171,853 


—_——— 
Total UD | sareaes 2,417,859 
Total RD | '723,176| "723,301 


eee | comme 
Grand total | 3,139,817 | 3,141,160 
1 


Looking at the northern coun- 
ties in detail we find that the net 
gain on 1931 of roundly 102,000, 
representing an increase of 3-3 
per cent, is well below the 
national figure of 9°5 per cent. 
In this respect the northern coun- 
ties resemble the remainder of 
Yorkshire and the north western 
region. This relatively small in- 
crease seems to be due, in great 
measure, to the high losses from 
migration, mostly taking place, as 
might be expected, between 1931 
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and 1939. From the look of the 
north-east these days there is 
little incentive to move out as 


Apart from County Durham, 
with a loss of 1-5 per cent, all 
the northern counties have shown 
increases ranging from 3 per cent 
in Westmorland to 12-6 per cent 
in the North Riding of Yorkshire. 
Rural areas, which contain 23 per 
cent of all the people in this part 
of the world, have grown at just 
over twice the rate of the urban 
areas. Even without Durham, 
where the urban losses amount to 
1-9 per cent or about 23,000 
people, the population in the 
rural areas has been increasing 
faster than in the urban districts. 
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THE NORTHERN COUNTIES 


A certain amount of the gain |)» 
due to overspill from adjacen' 
towns, as witness the increases 0: 
19-7 per cent in Castle Ward 
R.D., 20-2 per cent in Croft and 
24:3 per cent in Stokesley. How- 
ever, this does not apply tw 
certain really rural districts in the 
North Riding of Yorkshire. 

The Tyneside conurbation 
where over a quarter (26°6 pe! 
cent) of the population of th 
northern counties is to be found 
has remained stationary in size 
as the following extract fron 
Table I of the Census Report 
shows: 


while the national figure is 1,081 
cod in the southern part of 
i ngland the figure rises as high 
.s 1,136. In fact, there are slightly 
iore men than women in the 
North Riding of Yorkshire—990 
women to 1,000 men. 

Despite this difference from 
he national pattern there are over 
ne and a half million women in 
he northern counties so the ad- 
vertiser need not fear any material 
eduction of his market in the 
north. Visits to the shops and 
arge department stores in the 
north-east give a much better idea 
of the marketing possibilities than 


1921 


‘Tyneside 


1931 1s 


$ 


| 815,637 827,086 S25, 


« 


Plus or Minus % 
1921-31 | 1931-39 | 1939-51 
+14 | -02 | +12 


1951 
535,332 


The situation is common to all 
the other major provincial conur- 
bations except the West Midlands 
which has increased to the tune of 
7-6 per cent. The Tees-side conur- 
bation by contrast, has increased 
by just over 10 per cent, quite 
apart from its extension into the 
surrounding rural district. The 
urban areas of West Cumberland 
have increased by only 3 per cent, 
but here the adjacent rural 
districts have shown a greater in- 
crease averaging 6°5 per cent for 
the whole of Cumberland. 
Isolated towns such as Carlisle. 
Penrith and Kendal have all 
shown considerable increases. 

Instead of the usual table giv- 
ing the distribution of the popu- 
lation by town size, a population 
density map has been constructed 
which helps to show just where 
the people are. Incidentally, one 
rough and ready definition of a 
rural district is that it should 
have a density of less than one 
person per acre and in the whole 
of the northern counties there are 
only three where the density ex- 
ceeds this figure. These are, 
Sunderland, Easingwold and 
Chester-le-Street. 


Gosforth Heads 
Increases List 


Changes in population density 
have not been very great since 
1931 and only 17 administrative 
areas have varied noticeably. 
These are shown in Table II. The 
Tees-side conurbation is predomin- 
ant among the increases although 
Carlisle is up and Gosforth, ad 
jacent to Newcastle, which has 
risen from 10-5 to 14-1 person 
per acre, heads the list. The 
south bank of the Tyne, Gates 
head, Jarrow and South Shields 
has decreased in density and the 
population seems to be thickening 
to the north of the river. Expan- 
sion on Tees-side is mostly in « 
southerly direction. 

Finally, the Census shows us 
distribution by sexes in the 
northern counties. This area 
shares the bottom of the list with 
the North Midlands for there are 
here 1,039 women to every 1,000 
men (1,038 in the North Midlands) 


simple statistics, for the amount 
of retail activity on Tyneside, for 
example, and the standard of 
shop displays seem to be just as 
high here as in any provincial 
centre. The latest figures of retail 
activity, as supplied by the Board 
of Trade, do indicate that the 
north-east is well up to the aver- 
age in all merchandise and 
slightly above average in the sales 
of household goods and non-food 
merchandise. 

The pattern of retail outlets in 
the northern counties differs to a 
marked extent from that of the 
remainder! of Great Britain. 
faking grocery outlets as typical 
(these form the largest individual 
category of retail outlets) we can 
make use of the table in the 
Marketing Survey of the United 
Kingdom (page 58) which lists 
grocery outlets by counties. 

In the whole of Great Britain 
between 7,and 8 out of every 100 
grocery shops are owned by Co- 
operative Societies, but in the 
Northern counties this figure rises 
to about 11. Only in Scotland do 
we find a larger proportion of 


Work on the extension of T. W. Greenwell and Co. No. 2 dry 
dock at the entrance to the River Wear at Sunderland will, it is 


hoped, be complete by the end of the year. 


The dock, which was 


opened in 1925, is being lengthened by 50 ft. to give an overall 
length of 565 ft. 


Co-operative grocery shops, for 
here something like 13 out of 
every 100 fall into this category. 
Even in the region which is the 
home of the Co-operative move- 
ment—the north-west—the per- 
centage of Co-operatives does not 
exceed 9. 

Perhaps even more significant 
for a study of retail trade is the 
hold that multiple establishments 
have in the northern counties. 
Multiples are defined in the 
M.S.U.K. as branches of firms 
with 10 or more shops in the 
United Kingdom. This definition 
is somewhat wider than that 
adopted by the Nielsen Food and 
Drug Index where 5 branches are 
taken as the qualifying size for 
multiples. In the northern coun- 
ties multiple grocery shops com- 
prise 16 per cent of the total, leav- 
ing as independents some 73 per 
cent. In Great Britain as a whole 
multiples account for about 11 
per cent of the outlets with 82 
per cent as independents. This 
figure of 16 per cent in the north 
is much higher than the Scottish 


This population density map gives a clear indication of the marketing 
pattern of the area. 


TABLE Ill 
Major Density 
| 
Persons per 
Acre 
| Up | Down 
Northumberland : | 
Gosforth eae | 3-56 | 
Keetaty'ia | 122 | 
ewbiggin by $ 
Wallsend 1-19 
orpeth 144 
Whitley Bay 1-93 
Durham: 
Darli 1-98 
Gateshead | 211 
S. Shields ) 1-39 
H | 2-32 
| 3-65 
Stockton on Tees 1-16 
Carlisle 1-73 
Yorkshire North Riding: 
Middlesbrough , 117 


figure of 11 per cent and in fact 
the only region with proportion- 
ately more multiple grocers 1s 
London and the south-east where 
the figure rises to about 20 per 
cent. Here Co-operatives are 
fewer (4 per cent) and hence in- 
dependents form three-quarters 
of the retail grocery outlets. 

In general, the number of 
grocery outlets per 10,000 popula- 
tion is only moderate in the 
northern counties. The average 
for England is about 30, for 
Wales 38, and for Scotland 24, 
while in the north no single 
county shows a figure of more 
than 30 per 10,000 inhabitants. 


No Lack Of 

Spending Power 

Unemployment figures, al- 
though higher here than in the 
country as a whole (1-8 per cent 
as against 0-9 per cent) do not 
seem to result in any marked 
lack of spending power. In fact, 
the unemployment figures in the 
north have been falling at very 
nearly the same rate as in the 
country as a whole and the total 
number of persons registered as 
unemployed in the northern coun- 
ties now stands at just over 


22,000. 
On the face of it there is little 
to be gained, so far as regional 
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NATIONAL 


SOLUS 


SITES LTD 


ADVERTISER’S WEEKLY 


5 
4 
3 


You’re lifted out of the rank and file when you’re on a Solus board 
. . . Out on your own where people will see and absorb your 
message. National Solus Sites have all the best positions in the 
well-populated areas throughout the country. When you put-your 
poster on a National Solus Site you’re well in the public eye. 


DIRECTORS: T. A. ALLAM (Managing Director) % ©. CARTER - ®. W. FELTON - R. H. LAWSON 


56/60 STRAND - LONDON - W.C.2 ° TELEPHONE: TRAFALGAR 4922-3-4 
f Members of the Solus Outdoor Advertising Association 


At three centra! points through- 


plan and produce your 
Each one can bring to your 
product its individual know~- 
ledge of local media and 
markets, or callin the specialists 
you need from another region. 
Together they form a national 
crpanisation giving epecielioed 
service to local, national and 
technical advertisers all over 
Britain. 


Stowe « Bowden 
ater ad 


NEWCASTLE UPON TYNE Publicity House 
Claremont Road, Phone Newcastle 28361 
LONDON 6 Stratton Street, Piccadilly, W.1. 
Phone Grosvenor 3388 

MANCHESTER 3 Parsonage, Phone Biack- 
friars 6363 
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THE NORTHERN COUNTIES 


COUNTY DURHAM 
quickly & economically 
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These family newspapers create great 
opportunities for the astute adver- 
tiser in a thriving and responsive 
industrial area 


London Office: 85 FLEET STREET, E.C.4 Telephone: CENtral 2845 


WARNING 


If you invite Redheads to conduct 


your Advertising, please prepare 
to work a little harder, prepare 
to expand. We don’t want to 


work in a rut, either. 


REDHEADS 
Advertising Ltd. 


INCORPORATED PRACTITIONERS IN ADVERTISING 


21, ELDON SQUARE, NEWCASTLE UPON TYNE, | 
PRESS * POSTERS © FILMS * PACKAGING * DEALER AIDS 


differences are concerned, from 
a study of the 1951 Hulton 
Survey. A smaller sample was 
taken this year for reasons which 
are clearly explained in the intro- 
duction. This means that we have 
no regional totals for this year 
and are left in the dark about 
the situation in the northern 


Women’s papers both weekly and 
monthly, increased their reader- 
ship far faster in the north than 
elsewhere. If these indications are 
anything to go on then the 
national increases shown in the 
1951 survey may “well have fol- 
lowed the same pattern, and it 
may be, for example, that a dis- 


counties. Is there anything we proportionately large part of the 
TABLE Ill 
eadership Trends 
| Total All Regions | North East & North 
| 1988 | 1950 | 1948 | 1950 
Mornings ; } | 
Reading any mornin; 100 } 102 100 102 
Reading any nation: 100 103-5 100 | 110 
i ! 
Sundays 
Reading any Sundays 100 | 100 | 100 104 
Reading any national 100 | 101 | 100 106 
Evenings | | | 
Reading any | 100° , 107 | 100 | 115 
Local Weeklies 
Reading any 100 103 | 100 86 
General Weeklies | 
Reading any 100 | 114 | 100 122 
General Monthlies 
Reading any 100 ay 100 1l4 
Women's Weeklies 
ing any 100 110 100 132 
Women’s Monthlies j | 
Reading any 100 | 124 100 145 


can do about this? If we cannot 
look at the present, and the future 
is complicated by recent price 
changes, we may be able to 
squeeze some information out of 
the past. ° 

Table III is a summary of the 
trends of readership of different 
groups of publications over the 
last three years. Taking first the 
morning papers, the readership of 
the nationals rose in the last three 
years to 103-5. The readership 
of any morning paper (i.e. 
nationa; and provincials) rose to 
102. In the north-east and north 
(and we must remember that this 
region includes the East and West 
Ridings of Yorkshire) the 
nationals rose from 100 to 110 
while all morning papers only 
went up to 102. 

Evening paper readership, 
which we know to be higher in 
the northern counties than else- 
where, rose over the whole 
country from 100 to 107, but in 
the north the figure was 115. 


————— 
THE 


GATESHEAD POST 


The only Local paper printed 
in Gateshead 


e 
EVERY FRIDAY 3d. 


e 
191 HIGH STREET 
GATESHEAD, 8 
Telephone 71962 


_———— 


16 per cent increase in women's 
monthly magazines, which is 
recorded by the 1951 Survey, is 
accounted for by _ northern 
readers. This kind of information 
is sketchy enough and can only 
serve aS a Warning against indis- 
criminate application of national 
trends to the different regions. 

What does all this add up to? 
The Census figures, 1 think, tell 
a story of a hard fight against 
adversity—a fight which, if one 
can believe one’s eyes, is being 
overcome. As we saw in the pre- 
vious review of the north, the area 
is well served by its own news- 
papers whose representatives are 
thoroughly aware of and cater for 
the day to day interests of their 
readers. The surroundings in the 
industrial areas are not always 
aesthetically pleasing, although 
it is gratifying to see plenty of 
well cared for poster sites. The 
landscape, particularly on the flat 
banks of the Tees, is changing 
rapidly and steel and chemicals, 
which have played such a great 
part in the industrial strength of 
the north-east, are expanding 
rapidly and on a scale which is 
only equalled by the existing 
installations. 

Many misconceptions _ still 
linger in our minds about the 
north-east and the depression 
years seem to have left a greater 
mark on the minds of people in 
the south than on the northerners 
themselves. The north is now, 
and we hope will in future 
remain, just as active and just as 
good a market as the rest of the 
country. 


END OF NORTHERN 
COUNTIES SURVEY 
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COMPLETE 
EVENING and WEEKLY 
COVERAGE OF 
CUMBERLAND AND 
NORTH WESTMORLAND 


a 
Cumberland News 


Cumberland 
Evening News 
Penrith Observer 
Enquiries to 27 English St., Carlisle, 
or H. A. Leopold, 53 Fleet St., 
London, E.0. 4 
a 
Workington Star 
Cumberland 
Evening Star 


Enquiries to 27 English St., Carlisle, 
or Oxford St., Workington. 


WESTMORLAND 


MIDDLESBROUGH 


1801 Pop. 26 
1851 — 7,893 
1871 — 39,234 


1951—147,000 


The establishment of new industries in the 
area means an ever increasing population 


and greater public purchasing power. 


When planning your Poster 


First let us discuss your sales campaign 


Cravens Advertising Limited 
TISING 


REGISTERED PRACTITIONERS IN A 
26 CLOTH MARKET, NEWCASTLE UPON TYNE, I. Tel. 24357. 


61 Albert Road, Middlesbrough. Telephone 3040 
POSTER ADVERTISING CONTRACTORS SINCE 1873 
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NACCURATE technicalities 
and poor pictures are almost 
guaranteed to weaken the appeal 
of a campaign. This applies to 
whoever is at the receiving end 
of the publicity. It certainly 
pplies to publicity directed at 
armers, an important feature of 
hich often consists of a photo- 
raph of an animal. 
If your display theme involves 
he use of livestock jllustrations, 
othing could be more fatal than 


o adopt the “get us a picture of 


bull or a cow” attitude. The 
ayman, no matter how great his 
hotographic skill, is almost cer- 
ain to make mistakes over the 
arming technicalities. 

The greatest difficulty of all— 
nd the one that calls for the 
ighest skill and patience—is the 


A good picture spoilt by one or 
standing very well on his forelegs 
The mane, instead of lying sleekiy 
worst fault of all—the ears, instead 
laid back, giving the animal an app 


‘wo stupid mistakes. 


correct portrayal of pedigree live- 
stock. Photographed badly, these 
highly bred, carefully tended and 
expensive animals look little 
better than their less aristocratic 
brethren, and such sales appeal as 
has been based on their own 
qualities suffers accordingly. 

In the first place, their “condi- 
tion” must be right—a matter 
primarily for the farmer or his 
herdsman, but one in which the 
photographer's art can also play 
its part to a very great extent. 

The all-important point from 
the photographer's point of view, 
however, is the right moment at 
which to “press the trigger”— 
when the subject is standing 
properly and showing itself to the 
best advantage. 

There must be a general atti- 
tude of alertness and well-being. 


The horse is 
he hinds are rather too stretched. 
nst the neck is ruffled, and— 
| being pricked and alert, are 
trance of lassitude and ill-temper. 
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PHOTOS FOR THE FARMER 


HOW TO SELECT GOOD oy 
LIVESTOCK PICTURES 


By A. K. VENNER, 
Farmers Press Agency 


An excellent portrait of a young 

Dairy Shorthorn bull,  well- 

balanced on all four legs, intelli- 

gent and alert as to head, long 
and straight of back. 


best expressed by the animal's 
brightness of eye, intelligence of 
bearing and appearance of equal 
balance on all four legs. The 
ears must be erect and it must be 
possible to see all four legs. The 
whole body must be so disposed 
as to exhibit all the animal’s 
good points and the most impor- 
tant ones, such as the udder in a 
milking female, to the best ad- 
vantage. And, of course, all this 
must be done without risking any 
accusation of faking. Retouching 
of any major “points” is strongly 
deprecated. 


Three Men 
In One 


All of which goes to show that 
a good livestock photographer 
must not only be a photographic 
technician of speed and infinite 
patience: He must also be an op- 
portunist able to catch that fleet- 
ing second at the end of possibly 
an hour’s waiting when his subject 
sees fit to take up the perfect 
pose. And, on top of that. he 
must be a useful judge of what- 
ever classes of animals he photo- 
gtaphs—whether they be horses, 
cattle, sheep or ;-igs. 

One more word of advice. If, 
when you have selected your pic- 
tures, you have any doubt what- 
soever—try your proofs out on 
a practical farmer before passing 
them for Press. 


An Industrial 


Packaging 
Problem Solved 


NE hears a good deal 

about the uses of trans- 
parent cellulose film for pack- 
aging goods to be sold at 
retail outlets of all kinds. The 
industrial applications of this 
versatile film are less well- 
known, since they do not usually 
involve anything in the nature 
of a packaging function and the 
amount of material used is often 
quite small. 


It is interesting, therefore, to 
find a pack connected directly 
with a technical rather than a 
merchandising operation. 

Expandite Ltd., of London, 
specialise in the manufacture of 
flexible sealing compounds for 
“joints which move.” One of their 
products, sold under the trade 
name Seelastik is widely used for 
jointing roofs, doors, window- 
frames, glass-houses, jin building 
construction and repair work of 
all kinds and also by the ship- 
building and motor-car industries. 

Seelastik is soft and very sticky 
—properties essentia] in strong, 
flexible seals able to withstand 
considerable strain and vibration, 
but which make it less easy to 
handle with traditional tools. To 
overcome this problem a special 
hand-operated pressure gun was 
devised to apply the compound 


Continued on next page 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need / 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


52 MANCHESTER STREET, LONDON, W.! 


Telephone: 
WEL. 6806-7 
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% Consult Acme first for 


SHOWCARDS Plastic and Porcelain three dimensional cut-outs, window 
transparencies, etc. 


SIGNS Illuminated for indoor and outdoor use. Real stove enamelled aluminium signs. 


“Ask about the new Acme Divergent plastic 
sign, the only reflecting sign in perspex 


/ CC | | E SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middlesex ’ 
Telephone : Howard 1651 Telegrams : Acmesho, Enfield 
Birmingham Office & Showrooms: Crown Buildings, James Watt Street, Birmingham 4. Telephone: Birmingham Central 2325 | 


maps modern 


a maps ‘olde worlde’ 


maps free 


maps mechanical 


educational , 


statistical 


illustrative 


political... 


in short, 
o a { we specialise 
| * ) N i *eyp. s in commercial maps 
OSIQNOMS wire, OS 
OPAQUE COLOURS S , ‘ description 
4, 


These colours, which include the attractive Tyrian Rose, brilliant 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 
of the artist and designer. Prove their excellent qualities and give 
your work that extra brilliance so vital to attractive designs by 

testing them now ! 


REEVES & SONS, LTD. 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 
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DISPLAY & COMMERCIAL ART 


Industrial Packaging Problem—continued. 


Different Surfaces 


DRAWING BOARDS 


High<lass the require- 
meats of the Commercial Art World. 
Complete range of WINSOR & NEWTON'S Poster, Designers’. 
Water Colours, and Brushes always in stock. 


: 


COLYER & SOUTHEY LTD. 
17-18-TOOK'S COURT: CURSITOR STREET-E-C-4 


The “ammo,” 


quickly and cleanly exactly where 
required and to force it into a 
joint or seam. Originally, the gun 
was filled from a bulk container 
but this was not altogether satis- 
factory, for a number of reasons: 
filling the gun, by sucking up the 
compound from a drum, was a 
fairly messy and not a very quick 


loaded by removing the nozzle 
cap, placing the cartridge inside, 
cutting off the end of the film bag 
and replacing the cap. It is oper- 


ated by a plunger rod which 
forces the compound out of the 
open cartridge and through the 
nozzle. When empty, the com- 
pressed wad is discarded and re- 


operation; it was often incon- placed by another cartridge. A 
et venient, when working on roof- number of extra “rounds of 
a i LARGE tops or scaffolding, to carryheavy ammo” can be carried conveni- 
‘ \ | —— about -for a pon — in overall a with an 
: | | the sealing compound itself, open obvious saving of time and 
7 : | NATURAL COLOUR to the air, could easily become trouble when reloading is neces- 
Pr : | TRANSPARENCIES contaminated with dust and grit. sary. 

E | Solution to these difficulties was Clean, convenient to handle 
ule Designers will find much to pre-package the sealing com- and a great saver of time and 


to interest them at our 
studio. Examples in sizes 
up to 30° x40" are on 


pound in a double-walled bag, or 
cartridge, of moisture-proof Cel- 


labour this combination of gun 
and film pack is proving of con- 


| view. lophane cellulose film, crimp- siderable value to many indus- 
| | ~chpeaaeaaa sealed at both ends. The gun is __ tries. 
: | Cc. & R. 
f | 3 ; 
4 aoe cee || NOCKOLDS 
MUSeum O70! | ’ WTuepeanes Widen suanabe HOW TO SA VE PAPER 


Established 1910 


DISPLAN 
S\UK SCREEN 
DESIGN 
EXHIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 


RENART 


STUDIO LTD 


SCREEN PRINTING 


SILK SCREEN 
PRINTING 
D5 YEARS EXPERIENCE 


AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone: POPESGROVE 502! 
Established nearly 40 years 


- LEADING STUDIOS 
“FINE LINE* > 


HORTAGES of raw materials 

are becoming sine qua non 
in the packaging industry. Tin is 
the most publicised scape-goat. 
But the paper problem is also 
very acute—particularly in the 
label field—and it is essential to 
eliminate as many pitfalls as pos- 


Label buyers would often be 
well advised to insist upon the 
printer supplying from the mak- 
ing of paper allocated to the job, 
blank labels, cut or punched to 
actual size and varnished if ap- 
plicable, so that these may be 


houses and becomes more neces- 
| Sary mow that paper can 


ON LABELS 


By JOHN DRIVER, 
Director, Greenslade & Co. (Reading) Ltd. 


seldom be relied upon to con- 
form either in colour, weight or 
quality to a definite specification. 
Consideration should also be 
given at the outset to the possible 
necessity of the grain of the 
paper having to run a particular 
way on the label (upright or 


sible on the road to maximum across) so that the effects of 
yantennpenclant production from the minimum of _ stretch and curl are minimised, 
GEARARD 8236 material. thus reducing some of the manu- 


facturer’s production difficulties. 


When the design and colour 
scheme of a new Jabel or wrapper 
has been decided, and comes 
into being, every precaution 
should be taken to ensure that 
reprints over the ensuing years 


| tested on the labelling machines do not fall away even in frac- 

SUING 2008 before going to press. tional progressive stages from 
» 4644 This precaution is accepted the original. This can happen, 
- 7121 practice with some printing especially where several printers 


(Continued at foot of page 586) 


(British Cellophane Photo. 
and how it is loaded into the gun. 
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HELEN JARDINE 
ARTISTS LTD. 


Telephone 
TEMple Bar 6720 


ee 


MINERVA HOUSE 
35 WELLINGTON STREET, STRAND, W.C.2 
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Olley 
and 
Rowley 


. « » know most of the 
answers to screen printing 
problems— 


May we prove this 
with your next “ point-of- 
sale” publicity campaign? 


The new 
all-purpose 


Process 
White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


First in the field with Chinese White 117 years ago, Winsor & Newton 
are now proud to announce ALBALIN, the newest, finest white 
obtainable today for every kind of process work. Intensely brilliant 
and with an opacity previously associated only with lead whites, 
ALBALIN represents everything you've wanted and waited for so long. 
It photographs its true value and its high degree of obliterative power 
ermits thinner application, which means quicker drying and economy. 
ts free flowing qualities make it ideal for use with brush, ruling pen 
and air-gun. ‘t does not crack or chip. Finally, notwithstanding that 
it is the finest process white you can buy, ALBALIN costs no more. 


? 
Fe 4-oz. (fl. cap.) Glass pots - ~ 10d. each 


eo gates ron 
| Winsor’ l-oz.(.cap) .. - 1s. 4d. each 


amen) 4-1b. (4 oz. fl. cap) Glass pots 3s. 6d. each 
~ Sa 1-16. (8 oz. fl.cap.) ., ,, 68. 0d. each 


Prices are: — 


Ys ; 
Winsor & Newton Lid., Wealdstone, Middx. Also at New York & Sydney, N.S.W 


% Our speciality OLRO Long Life 
Finish prolongs the life —and looks! 
—of Showcards almost indefinitely 


WE AFE EXHIBITING AT TH® 
NATIONAL DISPLAY EXHIBITION 


CENTRAL HALL, S.W.! 
STAND 33 


Where the principals will be pleased to welcome 
old and new friends. 


OLLEY & 
ROWLEY LTD. 


615-21 HIGH ROAD - LEYTON - €E.1I0 
Telephone : Leyton 3702 


HOME, EXPORT AND TRADE 


ENQUIRIES INVITED 
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Multi-unit 
Display Makers 


Half-tone 
Specialists 


LONDON 
FIRM 


OF SILK SCREEN PRINTERS 


Our representative will be pleased to call on request 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.5 
i 


TELEPHONE; AMHERST 2311-2 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N.19 
ARC: 1178 & 3469 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


‘CROWNERS’ 
Perpetuate The 
Press Theme 


By C. W. FARROW, 
Director, Ford Advertising Ltd. 


O ONE disputes that if con- 

sumer Press advertising is to 
give maximum benefit it must 
be soundly linked with the 
point-of-sale. Many products 
will never be asked for if they 
are not actually seen, however 
ingenious the Press advertising 
support may be 

An economical and highly 
efficient way of establishing this 
link is with “crowners”—small 
display units which fit over the 
top of a container of the product 
itself in such a way that the pro- 
duct becomes part of the display. 

These crowners have not in the 
past been viewed very favourably. 

In fact, an intelligently con- 
structed, well-designed unit can 
overcome most of the objection 
that have been raised against this 
type of display. 

Crowners are valuable to ad- 
vertisers whose Press theme varies 
with the season, for they are 
simply and economically distri- 
buted through representatives and 
four separate editions of 
crowners in keeping with the 
seasonal appeal can easily be 
taken round. If the “copy angle” 
for twelve months is settled well 
in advance, production costs can 
be kept down by producing all 
four crowners at once. 


SEPTEMBER 27 


DISPLAY & COMMERCIAL ART 


Two “crowners” that have pro- 

duced effective sales results. Both 

were produced by Ford Advertis- 
ing Ltd., Bristol. 


SAVING PAPER ON LABELS—continued from page 584 


are used for the production of 
| one job over a number of years, 
and can produce alarming results 
| before detection. 

A good plan, if there is suffi- 
cient margin on the sheet of the 
first printing, is to have printed 
as large as possible a complete 
colour guide with every colour 
separated, thus providing the 
manufacturer with _ sufficient 


= FOR OIL COLOURS: 
z éaphad rds, “WATER COLOURS 
| POSTER COLOURS 


colour samples to issue one with 
every reprint order. Alternatively, 
try to send one of the original 
labels to follow for reproduction. 
It is only by such co-operation 
and interest that first class work 
can be maintained. 

The greater the shortage the 
more attention should be paid 
to design so that every label pulls 
its full weight. 
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Good - 
that's the list 


of women’s 
apers 


% 
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} 


Wait / 
The Readers Digest \ 
reaches 1,820,000 © 
women, and the 


page 


MORE WOMEN READERS THAN 
ANY OTHER MONTHLY 
MAGAZINE ... AT LESS PAGE 
COST PER THOUSAND THAN THE 
BIGGEST WOMEN’S WEEKLIES 


THE HULTON READERSHIP SURVEY shows that 
The Reader's Digest reaches more women than 
any women’s monthly magazine—indeed, than 
any monthly magazine. It reaches them at a 
lower page cost than any other magazine with 
equal or higher women’s readership. 

That puts The Reader’s Digest right among 
the media you'll consider—if you're interested 
in a rate of 3/7d. per page per thousand women 
readers. 

What sort of women? The panel on the right 
gives some details by class. And they are on the 
young side—almost two-thirds under 45—so that 
household and family spending is likely to be high. 

British Market Research Bureau Ltd. have 


bargain / 


rate isa / 


/ 


established other facts about our 
readers, women and men—and the way 
they read. 

They have money—more cars, radios, 
household appliances, than the national 
average. 90 per cent of them read The 
Reader's Digest at home, where such 


Reader’s Digest 


READERS 

1,820,000 women .. 
980,000 ABC women 6 8d.* 
480,000 AB women 13 6d.+ 
* Cheaper than any magazine of equal or higher 
readership 

t+ Only “Vogue” reaches more, more cheaply. 


PAGE COST PER 1,000 
3/7d.* 


Of all magazines, The Reader's Digest is the cheapest 
for reaching : a total of over 44 million readers; over 
2 million ABC readers; over a million AB readers; 
over 2} million men; over a million ABC men. 


(Based on 1951 Hulton Readership Survey, at page rates 
current on Ist June, 1951.) 


purchases are planned. 


They read it thoroughly, spending more time 
on it (average 24 hours), and picking up each 
issue more often (over 4 times), than the readers 
of other magazines studied. 

And they’re devoted to it! An outstanding 
percentage say this is the last magazine they'd 
give up reading. 13 per cent keep their copies. 


66 per cent pass them on to other readers. 
Only 8 per cent throw them away. 

Like to know more? Your office should have 
received our “Readership Digest”—a useful 
compilation of comparative cost tables and 
charts on magazine readership, with other data. 
If your copy has gone astray, let us know. 


The Advertisement Director, The Reader's Digest, | Albemarle Street, London W.1. Grosvenor 4738 
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MONG masses of machinery, 
Aships propellers and other 
vast displays at the Engineering, 
Marine and Welding Exhibition 
we found a small scale model— 
a mere 22 in. by 7 in. — which 
was as effective in its appeal as 
all the towering machines that 
surrounded it. 


The model was on the stand 
of the Mond Nickel Co., Ltd., 
and was designed to honour Axel 
Fredrik Cronstedt who discovered 
nickel 200 years ago. It repre- 
sented Cronstedt in his laboratory 
and contains—despite its lack of 
inches—hundreds of items and 
faithfully reproduces the chemical] 
apparatus and furnace equipment 
used in 18th Century Europe. 

Responsible for constructing 
the model was H. Broun-Morison, 
who combines the crafts of the 
silversmith and metal worker with 
the skill of the architect and the 
art of the painter and jeweller. 
One of the details in his model 
is a Minute spider’s web fashioned 
from nylon yarn. As he was com- 


| pleting this intricate task, he says, 


a real spider came to examine the 
work, scurried across the model 
without a pause and then made 
for a corner of the studio to spin 
a proper web, possibly to show 
his imitator how it should be done! 


* * * 


ROM Lund Humphries comes 
the fourth number of Typo- 
graphica. This, though some of 
its subject matter may be outside 
the range of the average practical 
typographer, will delight the type 
connoisseur. Of particular adver- 
tising interest is the review—by 
S. F. Hayes—of Studio, new dis- 
play type from the Amsterdam 
Typefoundry. In the reviewers’ 
opinion, this type is likely to find 
its greatest use for advertising. 
Apart from its contents, the 
number, set in Monotype Wal- 
baum, has much intrinsic typo- 
graphic interest, and is an excel- 


ASSOCIATION 
OF SWISS ADVERTISING 
AGENCIES 


Publicitas os , Display Notes 


New display piece for Spicers Al 
toilet tissue, being loaned to 
selected stores and retailers, is 
4 ft. high. Diameter of the 
cylindrical base is 21 in. 


lent example of modern presenta- 
tion, characterised by restraint, 
good taste and easy readability. 


* * * 


HRYSALINE the i piastic 

material originally used for 
the cocoon covering of war 
materials is coming into frequent 
use on exhibition stands etc. in 
the form of lampshades. 

This use was developed by a 
new company of which Beverley 
Pick is chief designer. A lamp- 
shade of the material is not cut 
out and attached, piece by piece, 
to the frame, but spun on to a 
revolving frame in a continuous 
fine liquid stream. Such lamps 
are non-inflammable, washable, 
and both water and weather- 
proof. 

Among firms which have 
adopted the lamps is Festival 
Gardens Ltd., who have installed 
300 lanterns on the riverside of 
the Festival Pleasure Gardens. 


| A part of the Cronstedt laboratory. The model was only 7 in. high. 
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| DRIP MATS ™ anew medium 


of absorbing interest... 


National advertisers are rapidly recognising that Drip Mats 
are a most effective advertising medium, whether they are 
used as “poin: of sale’ aids o¢ for reminder advertising. 
With your message printed on them in attractive colours 
they can be a vigorous addition to any advertising campaign 
in these days of space rationing and other shortages. 
Tresises are Britain's largest procucers of Drip Mats, 
printing them in several shapes and sizes, and in 

many different languages, and despatching them to 

all parts of the world. Tresises will gladly send 

you samples and full details on request. 


ANY PRODUCT 


. Fe er) @ 13,520 people are earning 
or service to good money in general en- 
gineering. 


@ 9.769 people are earning 
good money in market gar- 
dening and agriculture 
supplying a large proportion 
of the garden produce re- 
quired by the Home counties. 


Ww - 
PROPRIETORS TRESISES (PRINTERS) LTD  ~ @ 3.451 people are earning 
BANK SQUARE WORKS, BURTON-ON-TRIENT good money in electrical and 


marine engineering. 


PLL LLL LLLP LCLLOLO® 
OKOKOKOKOKOKOKOKOKOKOKOKOKOX 


WHEN 
FLUORESCENT CCLOURS 
ARE REQUIRED 


@ 2,699 people are earning 
good money supplying the 
national demand for bricks 
and fireclay goods 
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SP Bib bU bir” 


If you want to sell your goods to the people of Bedfordshire 
Advertise in 
THE BEDFORDSHIRE 
TIMES AND STANDARD 
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Screen and Water Soluble 
Brush types available 


* 


THE BEDFORD RECORD 
SERIES 


NET SALE 20,227 ABC 


Shade cards, prices, etc., enquire :- 


CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 


ERNEST LUMSDON : London Advertisement Director 
Phone: Collyhurst 2565 WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
167-170 FLEET STREET, LONDON, £.C.4. TEL: CENTRAL 3265 
Leeds Office: Russell Chambers, Merrion Street, Leeds 2. Tel: Leeds 24998 
KOxKOxcOxcOxcOxcOr OxOxOxOxOex + Midland Gant ‘ tna bee eet 
- ~ os @xO@x Manchester Office: touse, 26€ t, 2. 3930 
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TAYING in London at 
the Park Lane Hotel is 
David Frederick, of New 
York, publisher of Harper's 
Magazine and Atlantic Monthly. 
He is here to get more British 
advertising for his magazines, 
which are read by the cultured 
and discriminating type ol 
American who appreciates the 
qualities of British products. 
Frederick is especially in- 
terested in the possibilities of 
travel advertising. This, he con- 
siders, is a means by which 
Britain can earn many more 
dollars without having to switch 
exports from well-established 
sterling markets. He points out 
that it is the educated middle- 
class American tourist who is 
likely, not only to want to visit 
Britain, but to prolong his stay 
so that he can enjoy its scenic 


Mainly Pnaanidais 


beauties and places of historical 
interest. 

The falling-off in the number 
of American visitors this year he 
attributes, not to the fear of war, 
but to a temporary decrease in 
spending power due to the steep 
rise in the U.S. price level. 

Before going to Harper's Maga- 
zine (not to be confused with 
Harper's Bazaar), Frederick was 
for two years editor, and for five 
publisher, of the advertising 
journal, Tide. He leaves for home 
via Paris this week-end. 

* oa * 

WE ALL know Collin Brooks, 
editor of Truth, as a doughty 
controversialist and provocative 
broadcaster, but few of us know 
him in his more light-hearted 
vein, as a writer of thrillers. For, 
though he published several suc- 
cessful ones before the war, he 
has until recently devoted his 
energies to other matters. 

But now he has _ published 
another “whodunit” The Swim- 
ming Frog (Hutchinson, 9s. 6d.) 
with a London background very 
familiar to Fleet Street readers. 
Much of the action takes place 
in taverns and restaurants long 
frequented by journalists and 
advertising men. 

The story opens with a really 


PULLING EACH WAY 


What are you looking for 


QUALITY 


QUANTITY or 


RESULTS? 


All these and something more, i.e., reader confidence, can 


be found in THE UNIVERSE. The weekly newspaper with 


the largest net sales in its jield. A.B.C. Figure- December 


1950-235,472 copies weekly. 


Buy in the right market and get QUALITY QUANTITY * RESULTS at 40/- per s.c. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE - 


BREAMS BUILDINGS - 


The Universe 


LONDON - EC4 


fruity murder jn a Soho tenement, 
after which a succession of skil- 
fully devised dramatic situations 
leads up to a sensational climax. 
a * 

1 PROPOSE to draw aside the 
veil of anonymity which the 
Institute of Incorporated Practi- 
tioners in Advertising has cast 
over the backroom boys who pro- 
duced its “Advertising Prepares 
for the Future” Exhibition, to pay 
tribute to the work of Brian 
MacCabe (managing director, 
Foote, Cone & Belding). 

Backed by a strong sub-com- 
mittee and the voluntary work of 
some dozen agencies, Brian did 
a first-rate job as editor-in-chief, 
producing the whole of the 
original plan, inventing the name 
of the product, writing out the 
various sections, and so forth. 


rate exhibition is due to him, 
* . ” 


THERE came into this office last 
week a telegram that made me 
proud to be a journalist. It was 
from the publicity manager of 
the Irish Times stating that, 
within one hour after the start 
of the disastrous fire that 
destroyed almost a third of that 
paper's premises last week, its 
photographic staff had a big dis- 
play of fire pictures on view in 
the windows of the front office. 
This reminded me of Sheridan’s 
behaviour while the Drury Lane 
Theatre, in which his fortunes 
were so deeply involved, was 
burning down. Somebody com- 
mented on the calmness with 
which he was drinking wine while 
the disaster was in progress. 
“Shall not a man take wine by 
his own fireside?” he replied. 


~ * * 
IN BETWEEN shooting a lion 


SEPTEMBER 27, 1951 


New York publisher 
seeks British ads.: 
1.1.P.A. Exhibition’s 
chief backroom boy: 
Collin Brooks in 
lighter vein: All is not 
well with British ad- 
vertising in Kenya. 


By CONTACT 


(yes, he did shoot it—See last 
week’s story), and helping to 
round up live cheetah and oryx, 
Leon Goodman found time to 
discuss British advertising in 
Kenya with a newspaper pro- 
prictor—who did not think much 
of it! Many things are wrong, 
It appears, ranging from the 
supplying of- blocks of the wrong 
screen to the adoption of a totally 


unrealistic attitude in advertising 
psychology. These faults, he was 
told, spring from the “laziness” of 
British advertisers. Money for 
advertising is given to the local 
distributor, but little interest 1s 
taken in how he spends it. 


WEEKS WISECRACK 


“Frankly, old man, I don’t 
think it would be econ- 
omic to take over the 
Dome of Discovery for 
our creative department.” 
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150,000 
al PY J per page 


* 


10/- PER PAGE PER THOUSAND 


i.e. one of the best ‘buys’ in the magazine field 


0 OR EVEE ALTE LET OEDOE SEDI: i: 


With the October issue PHOTOPLAY’s sale is 150,000 per month, 
and it is a reasonable certainty that this figure will be greatly 
increased as soon as more paper becomes available. 


PHOTOPLAY 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication ¢ 8-10 Temple Avenue E.C.4 © Central 3514 
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ADVERTISER'S WEEKLY 


DOWNTONS LIMITED 


ADVERTISING AGENTS 


are moving on the Ist of October 
from Clifford’s Inn, Fleet Street, to 


TEMPLE BAR HOUSE 


FLEET STREET, 


EC4 


The Telephone number will be CENTRAL 3244 (15 lines) 
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by VINCENT STEER 


Take Advantage of this FREE OFFER 


PRINTING DESIGN AND LAYOUT 


Foreword by BEATRICE L. WARDE 


4th 
Edition 


This Important Book gives you NEW AND HELPFUL IDEAS on every page and contains CONSTRUCTIONAL 


SUGGESTIONS for IMPROVING PRINTED MATTER. 


Design and Layout 
Limelight of the Layout 
Romance of Type Design 
Type and Copy Calculations 
The Use of Illustrations 


ADVERTISER’S WEEKLY 


... This is not a book for the 
who wants only a superficial k: 
ledge of printing, design and laye 

It is far too thorough and detailed f 
that 

But it is a book that every serious 


ractitioner and student sho y 


eg or borrow 

Indeed, not to have read it w 
equivalent to a serious actor neg! 
to study the stage directions of G.! 


FREE 
EXAMINATION 
FORM 


300 DIAGRAMS 
SIR WILLIAM CRAWFORD, K.B.E. 


I am very glad that a new edition 
has come out, which improved on a 
book where I thought littl 
ment would be possible 

The new edition is a pleasure to 
handle and study, and in this is an 
example to all advertising designers 
publishers and cor 
who could not 
better handbook for the promotior 


LIST OF CONTENTS (abridged) 
36 Charts for Casting-off 
Training the Mind to Visualise 
Development of Caligraphy 
Principles of Type Selection 
Historic Styles of Ornament 


It is illustrated by 300 DIAGRAMS. 


Lettering for Layouts 
Decorative Use of Rules 
Choosing the Right Paper 

The Commercial Typographer 


An International Parade of 510 of the World’s Leading Typefaces 


printers 


tisement layout man she 
improve In my 
the technicalities of bloc 
Besides being a useft 

nee, this book contains 
positors, ledge of practical value 
possibly possess a who designs advertiseme 
Signed) Ronarp 


of their craft 


T. B. BROWNE, LTD. 


. It is a book which every adver- 


experience layout men 
know enough about type, 


INDEX of 900 REFERENCES 
SIR FRANCIS MEYNELL, R.D.1. 


Mr. Steer’s book is a most remarkable 
achievement 
There is no typographic 


uld read 


do not 

paper and t 
kmaking 

k of refer 
much know P 
to the man 
nts 
B. Browne w 


Please send me PRINTING DESIGN AND LAYOUT, in | volume. 
or send you 10/- deposit and 4 further monthly payments of 10/- (cash price 47/6). 


NAME...... 


ADDRESS 


OCCUPATION 


It is encyclopaedic 
subject known 
» me which is not dealt with here 


His detail, in word and in pictorial 
example, is as accurate as it is com 


rehensive I have read many books 


on the subject, and once even wrote 
one myself. I make no 


exce ptions 
hen I say. that Mr. Steer’s seems to 
xe by miles the best 


TO VIRTUE & CO. LTD., AW Dept., 53, Upper Parliament Street, Nottingham. 


| will return it in one week, 
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CUBRENT ADVERTISING 


£2,000 Offered In ‘Spot The 
Araby’ Soap Contest 


J. Bibby & Sons Ltd. are offer- 
ing £2,000 in prizes in a competi- 
tion to be run in connection with 
their Araby soap. Large Press 
advertisements will include a 
drawing of a bathroom, the com- 
petitor having to mark with a 
cross the spot where can be 
found a missing bar of Araby. 

Slogan for the competition is 

“Oh! dear where is my Araby?” 

Agents Saward Baker & Co., 
Ltd., have taken full pages in the 
trade Press to announce the compe- 
tition to retailers. The consumer 
campaign will open on October 18 
with a full page in Woman's Own. 
Full pages will follow in Radio 
Times and Woman, and a 11 in. x 
four col. space in the Sunday 
Chronicle. 

Advertisements in smaller spaces 
will inform the public that entry 
forms are obtainable from their 
grocers and chain stores. These will 
appear in Daily Express, Daily 
Mail, Daily Mirror, News Chronicle, 
Woman's Weekly, and provincial 
papers. 

A broadsheet to the trade points 
out that the competition is designed 
to have the widest possible appeal. 
With no phrases to write even 
children can enter. 


Latest addition to the Tintex range 

of dyes—Dye-White, a new white 

dye which makes “whites whiter” 

—is now — advertised in the 
trade Press. 


Winter Plans For 
Zubes 


The autumn and winter campaign 
for Zubes has begun. It features 
humorous drawings by Starke show- 
ing situations in which people shout 
and grow hoarse—football matches, 
race meetings and traffic jams. 

The Zube horse, at the foot of 
each advertisement, asks: “‘Hoarse? 
Go suck a Zube.” Media used are 
national Sundays, provincial morn- 
ings and evenings, the juvenile Press, 
double fronts on London’s buses, 
filmlets in cinemas and posters in 
railway stations. 

The Zubes Cough Mixture cam- 
paign features pictures of people 
coughing and carries the slogan 
“Here's how to soothe, relieve and 
clear that cough.” This campaign 
starts in October and media used 
are dailies, provincial mornings and 
evenings, and religious newspapers. 

Agents for both Zubes and a 
Cough Mixture are 
Crowther Ltd. 


* * * 


Drive To Sell More 
Braces 


Because too many men now pass 
rather precariously through life 
wearing neither braces, belt, or sus- 
penders, efforts are to be made to 
make people more “braces con- 
scious.” 

From October 15-22 there will 
be a “Brace Week” aimed at the 


One of the ads. used to publicise 
the Araby soap competition. 


retail trade when wholesalers and 
distributors will hold special dis- 
plays in an effort to get the shop- 
keepers to stock more of this type 
of commodity. Nine thousand out- 
fitters are to receive direct mail 
shots pointing out that “Most men 
need new braces.” 

This phase of the campaign will 
be followed in November and 
December with a consumer cam- 
paign in Woman, Woman's Weekly, 
Woman's Own, and a full page in 
Woman's Illustrated, advising 
women to buy their menfolk braces 
for Christmas. 

Tle scheme was instigated by the 
Whcelesale Textile Association and 
is being organised by the National 
Association of Brace, Belt, and 
Suspender Manufacturers. 

* 


* * 
ACCOUNTS MOVING 


Samson Clark & Co., Ltd., are 
taking over the advertising for the 
Zurich General Accident & Liability 
Insurance Co., Ltd., and the Bed- 
ford General Insurance Co., Ltd., 
as from oveuma 1. 

~ 


* 

Hotpoint Electric Appliance Co., 
Ltd., International Refrigeration 
Ltd., and Premier Electric Heaters 
Ltd., each a member of the A.E.I. 
group of companies, are launching 
a_ large scale prestige campaign. 
The main scheme, commencing 
almost immediately, will be handled 
by Rooster Publicity Ltd. (Peter- 
borough). 

* * ~ 

NEW ACCOUNTS 


Taylor Advertising Ltd., have 
been appointed agents for Honey- 
pet & Stein Ltd. (chemical im- 

ers and merchants), and 
Blundell Rules Ltd. (manufacturers 
of slide rules and draughtsmen’s 
scales). 


* . 

Stowe & Bowden Ltd. (Man- 
chester) are to handle consumer 
adve rtising in national weekly and 
women’s journals for Newman's 
Slippers Ltd. 

* . . 

Howards Publicity Ltd. (Man- 

chester) have been appointed 


agents for the Hulme Hippodrome 
and Playhouse Theatre, Manchester, 
and have also taken over the 
account of Glamorglas (Garson & 
Company Ltd.), manufacturers of 
mirrors and mirror products. A 
limited campaign will open for 
Glamorglas shortly. 
* * * 

The “Streamlite” (Sales) Co. have 
appointed Holman Advertising Ltd. 
as their agents who are booking 
space in national Sundays and 
dailies and London evenings. 

* ~ + 


Nicholls Dorrity Advertising Ltd. 
(Leicester) will be responsible from 
October 1 for the advertising of the 
Nottingham Manufacturing Co., 
Lid., makers of Jason and Olympic 
hosiery ons underwear. 

~ 


NEW_ CAMPAIGNS 


A new product of the Scholl 
Manufacturing Co., Lid. — Dr. 
Scholl's Air-Pillo insoles—are being 
advertised in national dailies and 
trade Press. Slogan being used is: 
“Like walking on pillows.” Dealer 
aid material is also being made 
available. Spottiswood, Dixon & 
Hunting Ltd. are the agents. 

~ * * - 

An extensive campaign for Civil 
Defence will break after the 
General Election. There will be 
both Press and poster advertising. 
eens BAe. are the agents. 

» 


A provincial campaign for Main 
cookers and heaters starts next 
month. It will be run in conjunc- 
tion with local gas boards. Agents 
are Som, Peacock Co., Ltd. 

* ~ 


Graham & Gillies Ltd. are 
launching a provincial campaign 
for Palomino sherries. It is likely 
to extend to the nationals. Various 
Professions are being featured with 
such slogans as: “Why did the gay 
Commander gaily command a 
second glass of Palomino?” and 
“Why did the smart solicitor 
smartly solicit a second glass of 
Palomino?” 

* 7 ~ 

A national film publicity cam- 
aign has just begun for Ever 

eady products. This month the 
Ever Ready alldry radio is being 
featured. In October it will be 
torches, November—cycle lamps, 
and in agar a cirtie batteries, 

* 

ete have senna an exten- 
sive local campaign in the Man- 
chester area for their new Malted 
Milk. A_ direct mail shot of a 
coloured broadsheet has been sent 
to retailers. Commencing next 
month a series of 11 in. t.c. and 
6 in. d.c. advertisements will appear 
in the local Press, backed up with 
a_ technicolor film to be shown at 
all local cinemas. Agents are S. C. 
P Ltd. (Liverpool). 

* . * 

A limited trade Press campaign 
for the British Rayon and Synthetic 
Fibres Federation is now appearing 
based on the current public educa- 
tional leaflet “What is it made of?” 
This campaign is_ handled by 
Dudley Turner & Vincent Ltd. 

* . . 
PUBLIC RELATIONS CAM- 
PAIGN 


The Goodyear Tyre & Rubber 
Co.. Ltd., are carrying out demon- 
strations for their sa ety “double” 
inner tube which has been adver- 
tised for about a year. Last week 
the tyre was demonstrated at 
Burscough airfield, Lancashire. An 
advertisement linking up with the 
test appeared in the Manchester 
Guardian, 


ADVERTISER'S WEEKLY 


HEDLEY, BYRNE & CO.LTD. 


D. TRAPOW & CO. LTD. 


Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY journal 

covering Production ; 
Refining ; Storage; Distri- 
bution. PETROLEUM 
is read by technologists 
throughout the world. 


PETROLEUM 


is another 
publication of the 


MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 


ca eo ea ge BPS 2 nes, See SF, | Be | eee 
—— ed ; . a 
we a 593 ee - 
fs EE Se a ee ee x 
we SCC = 
an re | USE z 
et ——— . | we 
z & 
ig ee FOOD | : 
ise i <7 
ia MANUFACTURE | ‘ 
‘ ; ’ | A Ht 
it [dear where tt ™Y liniy, 5 | - - | - 
ie TAs £2,000 wm rarzes Os a | 7 
+ Te TRIES: svartd elo Cirsimas | ay et x 
= Soe neem aoe: Se ; — | 
4 tres ee : 
PN RGZS {EEC a) a 
ia To eu = = ee = 
A Na ae 8 5 | "1 by 
i suaieee i”: Ga — 2 
i | By VAN byl as - 
: NES) rane | a 
= w 7) HI —<—— \ x | :: 
1 S55 Se =e aah On a = 
23 “=~ | Gee e4 
a ee 
i eS ea 
pier) : ; ees 
: 16 ed oo te ese se se sesso eee ne ama RENNER RRS c 
i a 
te * ma 
mm 4 om commsom com co-nstomn-co-ts-nsomcomeemt — ; 4 
% ad 
; . as 
et | | ne 
SEs a: 
ty — _| | . Pi, 
she | | ng 
3 i 
3 
' Ss Dye) 
uf LEONARDUHIIL 
ae TECHNICAL GROUP 4 
2. ee _ 
; es ‘ 
| Mn 


ADVERTISER'S WEEKLY 


THAT when, next Sunday, Ameri- 
cans hear a recording of “The Big 
Show,” six minutes of commercials 
will be inserted in the recent B.B.C. 
programme. 

* * * 
THAT the Press Players are pre- 
senting “The Happiest Days of 
Your Life” at King George’s Hall, 
Adeline Place, W.C.1, to-morrow 
(Friday) and Saturday evening. 

* * * 
THAT = Aberdeenshire ar 
committee has ordered the remova 
of six advertisement signs on 
country roads because, they say, 
they are a danger to — 

+ * 
THAT a pa section 
listing every Nuffield distributor and 
dealer under the heading “Where 
service can be obtained” is included 
in a Nuffield Motoring Atlas of 
Great etela. “ 


THAT John Batten, advertising 
manager of Watney, Combe, Reid 
& Co., was navigator and co-driver 
with Ronald Ticehurst, mayor's 
secretary at Eastbourne, in a 600 
mile all-night rally organised by the 
North-West London Motor Club. 
* * * 


THAT in order to boost emigration’ 


to Australia a number of docu- 
mentary films are to be given 
during the next two weeks in the 
Albert Hall, Manchester. 


We Hear— 


THAT Edward Hulton has pur- 
chased the Cotswold villa of 
Salperton where he inte: to 
create & model farming gente. 


THAT the Manchester branch of 
the Incorporated Sales Managers’ 
Association discussed the marketing 
of a new mock product—the “Jolly- 
Tea-Cake"—at their meeting last 


week. 
* * 
THAT Rochdale Corporation plan 
to install in the town centre for the 
benefit of visitors a map showing 
the periions of gutlic weew. 


THAT this the holida guide 
issued b = Fleetwood Corpora- 
tion ha record circulation of 
15,000 copies. a 

* 


THAT > a Press Exchange 
Ltd. have had reprinted the full 
text of *. speech ore by their 
director, ae at the 
Internationa Advertising Confer- 
ence, 
* +. +. 

THAT Ayr Press Ball, in aid of the 
Widows and Orphans Fund of the 
N.U.J., will be held in yo ‘eoremees 
of Ayr a on + eaeed 


THAT ae A recently 
appointed publicity officer for the 
B.B.C. in Scotland, will address 
Dumfries Saltaire Society on “Broad- 
casting in Scotland.” 


+ ADVERTISING MANAGER’S CORNER : 


Garden 


Talk 


Looking back on a pretty fair summer, it occurs 
to us that our garden has kept us very much on 


the go. 


We certainly haven’t let grass grow 


under our feet—we never do—and we'll admit 


we've made quite a lot of hay. 


We've also 


produced a fine crop of highly praised displays, 


and we’re still growing ! 


If you’d like to 


discover just how fertile of bright ideas we 
can be, simply ring REG 3295—we’ll be glad 
to cultivate your acquaintance. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING wa. » geno KINGLY STREET, LONDON, W.! 
3295-6 


“Step Inside 1f You Like—During the Festival of Britain we are glad 


to share our garden with visitors.” 


So says a small notice-board just 


inside the wrought-iron gate of Foote, Cone & Belding’s attractive little 
garden in Chesterfield Hill, W.1. Every month scores of people accept 
the invitation. 


Dave Barker (in charge of the accounts department) 


is the official gardener. 


THAT the Provincial Press Produc- 
tivity Team have arrived in New 
York after a rough crossing. Here 
they are on the “Queen Mary.” Team 
leader James Anderson (Wolver- 
hampton “Express & Star’’), on the 


right, is seen shaking hands with 
Cc. F. Carr, general manager, 
“Southern Daily Echo.” 

* * * 


THAT Philip M. Myers, publicity 
manager, Irish Times, has produced 
a 32-page brochure of facts and 
figures on The Republic of Ireland. 


* * * 


THAT the conference for sales and 
Service personnel in the gas indus- 
try, which the Gas Council was to 
hold in London on October 23—25, 
is to be postponed owing to the 
General Election. 

* * * 


THAT Robertson & Scott (Adver- 
tising) Ltd., Edinburgh, have de- 
signed and produced for Ayr 
County Council The Book of Ayr- 
shire outlining the holiday and 
industrial attractions of the county. 


* * * 
THAT when Arthur Bennett, man- 
ager, Regal Cinema, Manchester, 


received a prize in a G.F.D. film 
showmanship competition he 
stressed the help given by the 
Manchester Evening News which 
had co-operated by publishing pic- 
tures with women “ringed” who 
were asked to come forward as “The 
women in question” —the title of the 
film being publicised. 


THAT Frank Crane has been 
pointed U.K. representative for 
ouhe Hem (Swedish Home), a 
— —— < devoted to 
rniture interior 
ay 
* * ~*~ 
THAT U.S. Industrial Design 1951 
(to be published soon by The Studio 
Ltd., London) includes 500 illustra- 
tions of work prepared for leading 
American producers. 
oe * * 
THAT an Italian process for stamp- 
ing advertisements on eggs was on 
show at the International Inventors’ 
exhibition in Paris. 


September 
ADVERTISING ASSOCIATION annual 
dinner of diploma aes. Holborn 

Restaurant, 7 p.m 

+ October 
Pusiiciry CLus oF Leeps even- 
ing meeting Film Show: “The 


cinema screen as an advertising 
media.” 


REGENT ADVERTISING Cuus. 
Harold L. Clarkson on “Campaign 
and Media Plenning.“ (Educational 

lecture), 6.30 p.m. 
Wednesday, 


Berks AND EL: Pusat CITY 
Cuus. W. R. Balch on “All bark 
nd Royal Hotel, 


ADVERTISING Cus OF OXFORD. 
E. C. Mackenzie on “Copywriting.” 
Black Hall, 6.30 p.m. 


Craven 


LUB. President's 
day golf mecting _ Hill G.C. 


A 
REGENT ADVERTISING CLUB 
Paviour’s Arms, Wesimin- 


“Campaign 
(cont.) 
(Educational lecture). 6.30 p.m. 
wi October 


PUBLICITY 
Littlhe journey to the 
Survey headquarters at Leeds 

October 


vy. ° 
INCORPORATED SocrETY OF BriTIsH 
Apvertisers (Scottish Section). 
Clifford J. Harrison on “The Role 
of branded goods.” Enginecring 
Centre, Glasgow 
Pg... Cuvs oF Leeps tun- 


weaker: Kay 
Murphy. Guildford Hotel, 
12.30 p.m. 
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SEPTEMBER 27, 1951 ADVERTISER'S WEEKLY 


Bs NEW HULTON§ 
§ PUBLICATIO 


Hulton Press announce the forthcoming production of 
GIRL—a new national weekly paper for girls and a 
sister-paper to EAGLE. The first issue of GIRL will 
be published very shortly. It will accept a strictly limited 


amount of advertising, provided this is in keeping with 


the general editorial policy. The Advertisement Manager 
is Patrick J. Henry. 


HULTON PRESS LIMITED 
43-44 SHOE LANE, LONDON, E.C.4 


TELEPHONE: CENTRAL 7400 
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ADVERTISER'S WEEKLY 


British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from: 
CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


Priestieys 
FOR DISPLAY & SCREEN PRINTING 
LONDON TEL: TRA 4277 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


245 VAUXHALL BRIDGE ROAD 
LONDON: S.W.1~ TEL. VIC 0912-3 
WORKS FULHAM 


‘Dispatch’, 150, 
Breaks Its 
Sales’ Record 


Messages of 


HARROW 
BILLPOSTING 
COMPANY 


OOmET i 
37 SPRING STREET w.2. 


congratulation 


from H.M. the King, Winston S. 
Churchill, Mrs. Roosevelt and 
Field-Marshal Viscount Alexander 
of Tunis were included in this 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 
For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 


VARILITH SERVICES LIMITED 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
MANMDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL Ww? 
«ses 


fal 9808 


3 Academy Buildings, Fanshaw Street, N.! 


AIOE ~pae 


Photographic Enlargements 
in all sizes up to 80 sq. ft. in one piece 


The Autotype Co. Ltd., Brownlow Rd. 
London, W.13 EALing 2691-2-3 


TD - 34 
KING ST 
FICE: - WEST - ma 
nll 2 


W.c. 


Publications News and Notes 


week’s Sunday Dispatch — the 
150th anniversary issue. 

The King’s message, signed by 
his private secretary, read: “His 
Majesty sends his sincere congratu- 
lations to you and to your staff on 
reaching this landmark in the news- 
paper's history, together with his 
best wishes for the continued pros- 
perity of the Sunday Dispatch.” 

A leader in the Manchester 
Guardian spoke of the paper in its 
early years as being particularly out- 
spoken. “But though, like the rest 
of its contemporaries, the Dispatch 
(Sunday Dispatch from 1928) has 
long been impeccably respectable 
and is now hardly politically 
“Radical” it has kept its vigour and 
aleriness, and it goes from strength 
to strength.” 

Orders for this issue of the Sun- 
day Dispatch totalled 2,750,000—a 
record. In 1937 average weekly sale 
was 741,166. For the first six months 
of this year the average sale was 
2,631,146 per issue. 

* . - 

Advertisement rates for the 
Scottish Trader will be increased as 
from November 1. Full page will 
cost £9. 

* os 

In future the Western Telegraph 
at Urmston, near Manchester, will 
be known as the Urmston Tele- 
graph. There has been confusion in 
the past owing to the existence of 
another “Western Telegraph’’—at 
Haverfordwest, South Wales. 

* ” * 

Selling price of The Spectator 
will be increased from 6d. to 7d. 
Starting October 6 issue. 

*~ * 


Price of Geographical } 
will go up from 2s. to 2s. 6d. next 
month. 

* * 

Selling price of Odhams’ 
Picturegoer goes up from 3d. to 
34d. as from October 6 issue. 

* * * 

The Evening News has, for the 
second successive year, arranged a 
“Gallery of Commercial Art” at its 
West End Centre in Regent Street. 
The work of 38 advertising agencies 
is represented in drawings, paintings 
and scraper board work. 

* * ~ 

208 is the name of a new 6d. 
monthly magazine devoted to Radio 
Luxembourg. It will be published 
by J.G. Publications Ltd. and 
edited by Charles Graves. A 
women’s section will be edited by 
his wife, Jane Gordon. It will be 
retailed through the multiple 
tobacconist, A. Lewis & Co. (West- 
minster) Ltd., as it was thought that 


Leading publishers, advertisers and agents attended the Illustrated Newspapers invitation golf meeting 
at the Royal Mid-Surrey Golf Club. “The Sphere’ Challenge Cup was won by E. Smalley, seen receiving 
the cup from W. F. Nisbett, managing director, Illustrated Newspapers. — 


Chewing It Over! 


Activities of the Daily Express 
Food Flying Squad have led to 
a verbal battle between Beaver- 
brook’s daily and The Caterer 
and Hotel Keeper. 

After “Express” comments on 
the food and service at an un- 
named restaurant, the ‘‘Caterer”’ 
let drive: 

“As an example of prejudiced 
comment, deliberate suppression 
and distortion of facts, and 
downright incompetent journal- 


ism, this scurrilous effusion 
would be hard to beat.” 
“Express” retort: “Harsh 


words, sirs, but unconvincing 
rhetoric.” 


“the newagency trade might be 
somewhat coy about handling a 
journal concerned with sponsored 
radio.” The launching will coincide 
with Luxembourg’s large scale 
poster - ome trailer ou. 


Following its disastrous fire on 
Monday of last week, the Irish 
Times was up to six pages on 
Thursday and its normal eight on 
Friday. 

* * * 

An Irish Literary Review is to be 
published regularly as a supplement 
to The Standard. This is the first 
time that an Irish paper has pub- 
lished a special literary eagpienent. 

* * 


Publisher and editor of The 
Ambassador, H. P. Juda, will lead 
an editorial team which is going to 
Australia and New Zealand in the 
late autumn to prepare a report on 
British textiles, fashions and allied 
goods in the Antipodes. The report 
will be published in an early 1952 
issue. 

* * a 

October issue of Family Doctor, 
out to (Thursday), has “Back 
To School” as its main theme. 

* - * 


D. A. Goodall Ltd. have been 
appointed sole advertisement repre- 
sentatives for The Cricketer’s Maga- 


zine. 
* * 7~ 

Last Thursday’s issue of The 
Times contained a complete list of 
probable candidates for the 
General Election — twelve hours 
after the date had been officially 
announced. 

* * * 

The Irish Motor Trade Journal 
is due to make its first appearance 
in October, published by Fleet 
Publications, Dublin. Advertisement 
rates (type area 9 in. x 7 in.), £12 
per page. 

* cd * 

Selling price of Theatre World 
will be raised to 1s. 6d. with the 
November issue. 
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The technical 
space buyer 
needs this 


INFORMATION 
. 


LANNING of schedules in 

the Technical field haz 

become more difficultthan 
it was in the past. There are 
many new problems to face. 
Development of new materials, 
new machinery and equipment 
working on novel scientific 
principles, as well as new 
manufacturing methods, has 
made engineering and manu- 
facturing more specialised. At 
the same time, their various 
ramifications have become 
more interdependent. 
Circulation, trade coverage, 
and geographical distribution 
of media are essential inform- 
ation, although, unfortunately, 
such data have not always been 
available. To-day, the buying 
habits in al t all b 3 
of engineering are so complex 
that it is imperative to discove 
what circumstances and whick. 
executives influence the 
ultimate application and 
purchase of technical equip- 
ment and products. 
It is hoped that the technical 
press, in its own interests, will 
co-operate with progressive 
technical space buyers in their 
increasingly difficult task. 
We ourselves are constantly 
analysing the problems of 
technical sales and gathering 
facts which we believe will 
interest you. 


ENGINEERS’ 
DIGEST 


120 WIGMORE ST. LONDON, W.1 


Telephone : WELbeck 9357 & 6263 
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Legal and Gazette 


Embezzled Money 
From Employers 


David Sandier, of Castelnau 
Road Barnes, an advertising space 
pleaded guilty at Brentiord 
court last week to two charges of 
embezziing a total of £14 received by him 


| for Cook's Publicity Services Ltd., and 


asked for seven similar offences to be 
taken into consideration. He was con- 
ditionally discharged. 

It was stated that Sandler's job was to 
obtain orders for advertisemem space and 
to collect the money for the space he 
sold. Because of financial difficulties he 
kept some of the money he was given. 
and in some cases notified false orders to 
his firm and collected commission on 


2m 

His explanation was that owing to the 

loss of a contract his advertising sales 

Sepped conmeeny In order to make 
is ary he started to gamble and 

fost heavily. It was then that the offences 

occurred 


WILLS 


Stantey James Brown, of Tudor 
House, Parson Street, N.W.4, late manag- 
ing director of the Amalgamated Press 
Ltd., and director of Imperial Paper Miils 
Lid., Farringdon Street, E.C.4, and 
Gravesend, aged 60 years. left 
£50,323 5s. Id. gross, £41,559 3s 3d. net. 
(Duty paid £9,264). 

Eustace Epwin Horeweit, of 54 
Clifton Road, Rugby, Warwickshire, 
chairman of the Rugby Advertiser Ltd., 
left £17,209 16s. 3d. gross, £17,140 Is, 9d 
net. (Duty paid £1,617.) 

“aRL «Bruce Bippie, of 87 Etwall 
Road, Birmingham, partner with his 
brother in the Birmingham agency of 
Biddie Bros. and Taylor Litd., left 
£7,424 &s. 9d. gross, £7,373 7s. 3d net 
Dunn Toon, of 140 School 
Warwickshire, 
Toon and Associates 
Lid.. and joint managing director of 
S. D. Toon and Heath Ltd., Solihull, 
left £18,974 17s. lid eon. £18,465 19s. Id 
net. (Duty paid £2,201.) 

CoLoneL HUGH DELARERE 
22 Weetwood Court, Leeds, a dif 
of Yorkshire Conservative a 
Co. Lid.. left £42,016 13s. Id. 


BousFIeLp, 
ector 


Tower Hill, Williton, Somerset. 
a director of Cox, Sons & Co. 
Ltd., printers, and publishers os *. West 
Somerset Free Press, lett £3.74 8d. 


gross, £3,101 Is. 10d. net 


Epwarp Hutcuison Synoe, Tower 
House, West End, Hants. managing 
director of the printing firm of G ee 


Wilson & Co., Southampton, 
one time owner of the Pictorial Printing 
Co., left £6,261 10s. 10d. gross, £6,173 
4s. net 

Jown WiLttaM Satter, 7 Burton 
cemt, Sneyd Green, Hanley, Stoke-on 
Trem, for many years manager of the 
Kidderminster Billposting Company, left 
£219 10s. 9d. 


Cres- 


NOTICE OF DIVIDEND 


BensaMIN Ward BATESON, and Racnet 
Livincstone Grant  BaTEsON, lately 
carrying on business in co-partnership 
under the style of Keith, Lee and Co., 
advertising contractors, printers and pub- 
lishers, and as McKnight & Rooticy, 

| advertising agents etc., at Midland Bank 


| 


Chambers, Briggate, Shipley, Yorks. No. 


1 of 1951. First and final of 2s. 10}d. 
in the £ payable at 36 North Parade, 
Bradford. 

BensaMin Warp Bareson (Separate 
Estate). First and final of 20s. in the 
£. payable at 36 North Parade Bradford. 

Racwet Livincstone Grant BATeson 
(Separate Estate). First and final of 20s. 
in the £ payable at 36 North Parade, 
Bradford. 


Fleet ) Ltd, - 
clays Bank Chambers, 188 Clapham 
High Street, Printers and b- 
lishers Nominal capital: £2,000 
tors: F. B. Beecher and A Harrison. 

Avis Press Ltd., 30 Cork Street, W.1. 
Publishers, printers, lithographers. Nomi- 
nal capital: £100. Directors: M. Moisei- 
witsch and W. G. Weatherili 

ton Laminations 

Strect, Portslade, Sussex. Manufacturers 
of and distributors in laminated plastics 
and plastic goods, etc. in particular signs, 
signals and devices for advertising pur- 
poses Nominal capital: £5,000. Direc- 
tors: F. H. Ayling, F. P. S. Stammers 

A. & A. Displays i. 10 New Court, 
Lincoins Inn, W.C.2. Commerciai 
artists, designers and illustrators, 
gtaphers, printers, 
Nominal capital 
A. Costa and A. Harris. 

ess Publications Ltd.. 74 Corpora- 

tion Street. Manchester, 4 Nominal 
capital; £500. Direc:ors: L. Coleman and 
R.E 


photo- 
specialists. 
Subscribers: 


Berken 
(The abov joned particu 
new companies rec are 
en from the Daily Register compiled 
by Jordan and Lid., Cope 
egistration Agents, — 


BANKRUPTCY PROCEEDINGS 


CLEMENT Ray Josepn Rowe, 5 Sudicy 
Road, Bognor Regis, Sussex, printer. 
Receiving Order and Order of Adjudica- 
tion August 30 

Public examination November 13 at the 
Court_ House, Church Street, Brighton 

~A. E. Atvanez (male), 21 Jockey Ficids, 
London, W.C.1, theatrical and general 
advertising contractor, lately 10 Drake 
Street, Red Lion Square, London, W.C.1. 
Order of Adjudication August 27 


CHANGES OF ADDRESS _ 
Coal magazine to Imperial Court, 2 
Basil Street, London, S.W.3 
Solicitors —.. Rating and Income 
Tax, and 
le 10 aT) Foster Lane, London, 
4 


Hamil Toms Ltd., advertising agency, 
to Regency House, Mountpellier Ex- 
change, c heltenham. 

ay Studios Ltd., to 9 Victoria 
Street, S.W.1 

Herbert I. Ltd., to 11 Se 
James's Place, S.W.1 

Western Morning News (London 
editorial office) to 143/4 Fleet Street, 
E.C.4. West End Office to 7 Stratton 
Street, W.1 

Federated Sales Ltd., to 4 Stratford 
Place, W.1. 

Johnson, Riddle & Co., Ltd., to Cray 
Avenue, St. Mary Cray, Orpington, Kent 

Air France (Publicity Department) to 
$2 Haymarket, London, S.W.1. 

Newman Neame Ltd., to 50 Fitzroy 
Street, London, W.1. 


Services to retailers participating in the 1952 Sewing Week will include a 
window streamer (illustrated here), a crown poster, and a showcard in a 
colour scheme of black, red and yellow. 
matrices in four sets of various designs. 
are the agents for the organisers, the National Needle Arts Bureau. 


There will be free advertisement 
Colman, Prentis & Varley Ltd. 


ADVERTISER'S WEEKLY 
ee 


Announcing— 


HARPERS 
EXPORT 


WINE & SPIRIT 
GAZETTE — 


to be published in 
FEBRUARY 1952 


and thereafter at 
4-monthly intervals. 


Harpers EXPORT Wine 
& Spirit Gazette will be a 
‘class’ publication, print- 
ed on art paper with a 
4-colour cover. The 
Editorial will be specially 
written for the EXPORT 
Market, part of which will 
be in French, Spanish, 
Portuguese and German. 


For full particulars and 
advertising rates apply to: 


HARPER & CO. 
8 Lloyds Avenue, 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SOUTH AFRICA 


Expanding advertising house 
has vacancies with good salary 
and bright prospects for the 
following: 


1.COMMERCIAL ARTIS! 
with all-round ability and 
experience. Creative and 
finished work. 


2. ACCOUNT EXECUTIVE 
with full knowledge of al! 
printing processes and 
flair for layout. 


3. JUNIOR ACCOUNTANT 
with full knowledge of 
book-keeping. 


Candidates, who may be jnter- 
viewed in London within the 
next two or three weeks, 
should supply details of 
experience and positions held 
within last five years. No 
original testimonials or art- 
work should accompany appli- 
cations, 


Box 826 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LONDON PRINTERS require live repre- 
sentative with established connection. 
Excellent prospects for am Person. 
Rete, Luly in confidence 

d. Weekly 180 “Pleet St EC4 

SEPREGENT ATIVES required, high re- 

muneration for suitable applicants. 
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CLASSIFIED ADVERTISEMENTS 


pr Bn NIMENTS VACANT, 3s. 6d. per lime, 35s. per display pamel inch. 
per 


APPOIN ye -ghy ting, 48h 
per 45s. 
advertisements 


line, 35s. per display panel inch. 
gene Oe 


All other 
Minimum, 3 lines. Box - 
rates 


on application: 
under seven fonetiews MUST BE ‘PREPAID. Address: nAdvertions’s 
Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


LAYOUT and Lettering Artist (Male or 
Female) required by North-West Lon- 
don Swdio. Write stating age, experi- 

ence and salary required to 

Box 793 Ad. Weekly 180 Fleet St BC4 

VOUCHER CHECKING CLERK re- 
quired by well known West End Ad- 
vee Agency ~ Bo gy od - 

antage Wri Smee 

ge Led., Sis “Duke “Surcet, w. . 

WEL 0774 


ADVERTISEMENT “MANAGER pousred 
for monthly journal of Profess' 
Association with appeal to Buildine ad. 
vertisers. ary ission. 

Youss man of enterprise and | initiative 


Bor 715 Ad. Weekly 180 Fleet St EC4 


ARTIST REQUIRED 


on Staff of 


AUTOTYPE CO. LTD. 
Brownlow Rd., West Ealing, W.13 
(Phone Ealing 269! Ext. 3) 


for high quality colouring of photo- 
graphic enlargements (commercial and 
portrait sdbjects). Should be proficient 
in use of water colours, etc., using 
brush and airbrush. Please write for 
interview and submit specimens of 
current work. Excellent studio, 
Pension Fund, subsidised canteen and 
S-day week. 


ARTIST: London Studio requires a high 
class lettering artist. Position carries 
good salary. ee — age, ¢x- 


Ap’ Trans-Provincial Publicity Ltd., rience, salary required 
3 Greek Street, W.1. GERrard 1421. x 778 Ad. Weekly 180 ‘Fleet St EC4 
A LEADING 


LONDON 


practice. 


roughs to clients’ fin 
required to collabo: 
and senior executives 


influence on junio: 
The appointment 


but a younger man \ 
the chance. 


ADVERTISING_AGENCY 
REQUIRES A 


Senior Visualiser 


This position calls for a man of first-class artistic 
ability combined with a broad up-to-date advertis- 
ing outlook. He must be fertile in ideas, and have, 
of course, a sound knowledge of modern agency 
He must express his thoughts quickly in 
slick pencil roughs and be prepared to carry these 
ished layouts. 
> easily with directors, clients 
tackle all kinds of jobs 
smoothly as they come and be in practice a guiding 
members of the Studio. 

iemands several years previous 
experience in a senior capacity in a good agency; 
ho is coming up may be given 


No specimens at first please, but write in confidence, 
giving full details and salary expected to: 


MANAGING DIRECTOR, BOX 784 
Advertiser's Weekly, 180 Fleet St., London, E.C.4 


He will be 


*Phone your Classifieds 


First Class 
CREATIVE 
ARTIST 


Opportunity for good agency 
trained visualiser who can 
successfully fill progressive 
position in charge of a crea- 
tive circle. Must be fully ex- 
perienced and have proved 
capabilities with national ac- 
counts in all phases of adver- 
tising. For the right man with 
keen interest and abilities 
which produce satisfactory 
results, this position offers 
unusual prospects. 


SMEE’S ADVERTISING LTD. 


3/5 Duke St., Manchester Sq., W.1 
WELbeck 0774 


COPY TYPIST Male or Female, required 
for Publicity Department, Alexon & 
Co., Ltd. Expericnce in Addressing 
equipment and/or Sales Records an ad- 


vantage. An interesting post with ex- 
cellent prospects week and 
cameen facilities. Please telephone 


CLE 1511, Ext. 114 for appointment. 
YOUNG MAN in early twenties for Pub- 
licity and Printing Department of Old 
Established Merchant House. Appli- 
cant must be able to prepare own 
i knowledge of Rotaprinting 
would be advantageous. Reply in own 
handwriting giving full details of edu- 
cation and experience, also salar’ re- 
quired to 
Box 790 Ad. Weekly 180 Fleet St EC4 
PRODUCTION: Experienced man re- 
quired by Agency specialising in techni- 
cal and industrial advertising. Applicants 
should have a thorough knowledge of 
type. print, block-making, artwork and 
s . also preparation of 
printer's layout. The position carries 
top salary and is a five day week with 
good working conditions. Write, 
Stating age, experience and salary re- 
quired 
Box 551 Ad. Weekly 180 Fleet St EC4 


ARTIST required by West End Agency 
developing new consumer advertising 
group. Slick visuals. pretty good figure 
work and the ability to produce a more 
finished job when necessary. Sala 
£500-£600. Applications to Creative 
Director, 
Box 792 Ad. Weekly 180 Fleet St BC4 


SALES REPRESENTATIVE 


for Silk Screen and Display work. 

Terms arranged to suit right man 

with established connection. Write or 
phone for appointment. 


Tanagra Ltd., 418 Edgware Rd., W.2 
PADdington 5160 


FINISHED ARTIST. An ail 
Artist capable of producing work of 


by progressive ad\ertising agency. eply 


Stating age. experience salary to 
PICKERSG!LI Pt BLICITY SER. 
VICE, 84 Albion Stwreet, Leeds, 1 


GENER AL ARTIST required by A, L 
Visuals, finished work, lettering, *~. 
Good job for all round man w 


willing to “buckle re "Full details 
Stating Salary required 
Box 787 Ad. Weekly 180 Fleet St BC4 


ADVERTISING AGENCY in Manches- 
ter require experienced Copy Detail 
Assistant, well versed in Mechanical 
Production. Agency experience essential. 
This progressive position offers ope 
for the person of initiative capable of 
taking responsibility. Write full de- 
tails, age, experience, special qualifica- 
tions and salary required to 
Box 795 Ad. Weckly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 


SEPTEMBER 27, 1951 


APPOINTMENTS VACANT 


REPRESENTATIVE 
REQUIRED 


with sound knowledge 
of negotiating 


prominent sites for 
well known outdoor 
Advertising Company. 
EXCELLENT 
POSSIBILITIES 
Write stating qualifications 


Box 794 
Advertiser's Weekly, 180 Fleet St., E04 


THOMAS SKINNER & CO. (PUB- 
LISHERS) LTD., require an advertise- 
ment clerk (Female) with considerable 
experience of make-up for theic annual 
reference books. Replies to 330 Gres- 
m House, Old Broad Street, E.C.2, 
giving details of age, experience and 
_ Salary. 
CARLTON ARTISTS LTD., require 
experienced figure men. Long term 
contracts offered. 


PRODUCTION ASSISTANT required by 
Arthur S. Dixon Ltd. Must be fully 
experienced in production routine. 
givies details of age, experi- 


required to Secretary, 
Arthur vS-baxon Lid., 229 High Hol- 


born, 

RETOUCHING ARTIST equired by 
London Studio. Preference given to 
coma experienced in technical sub- 

Good salary offered and 5-day 
week. h. — Ly first instance, stating 
age, ex and salary required to 

Box si9 A ‘Ad. Weekly 180 Fleet St EC4 


ENFIELD 
CABLES 
Limited 


need a Senior Assistant in 
PUBLICITY Department. 
Age 30-40 years; electrical 
knowledge; able to pro- 
duce own roughs and 
visuals for the technical 
press, catalogues and other 
literature. Knowledge of 
modern packing design, 
window displays and exhi- 
bitions. Information to 
the Associate Director of 
Home Sales, 


SHORTHAND TYPIST required by 
London Agency. Preference would be 
given to a woman with previous agency 
experience and with a knowledge of 
space bookings, schedules, etc. Write 
in the first — —_ ——s as ex- 


es and salary 
779 Ad. Weekly 180 "Fleet St BC4 
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SEPTEMBER 27, 1951 


PPOINTMENTS VACANT 


iF YOU ARE A MAN who knows 
fashion and have had agency experi- 
ence, the position of Advertising Man- 
ager to a West End Wholesale House 
yours. State salary required. 


c 
Box 796 Ad. Weekly 180 Fiect St EC4 


PRODUCTION ASSISTANT sunior 
(either sex) for press advertising depart- 


ment of leading pharmaccutical com 
pany Central London arca 5 day 
week Pension scheme Write stating 


age. experience and salary required to 
Box 789 Ad. Weekly 180 Ficet St BC4 


RETOUCHER REQUIRED 
by London Studio for work on 
National Accounts, must be first 
class Good working conditions 
5 day, 40 hour week 
Box Bi! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


JUNIOR ASSISTANT required = for 
Advertising and Printing Department in 
Iiford area Age about 24 Write 
giving details of experience of layout 
work, salary required, ctc 
Box 813 Weekly 180 Fleet St EC4 

SHORTHAND.-TYPIST required by Lon 
don Agency Varied and interesting 


work with good salary and five day 
week Write lating age cxperience 
and salary required to 

Box 816 Ad. Weekly 180 Flect St EC4 


An Experienced 
ADVERTISING 
EXECUTIVE 


is required by a large 
manufacturing 
repute. A 
good organiser and 
manager of staff is 
essential. Some agency 
experience is an advan- 
tage. An exceptional 
opportunity for a pro- 
gressive, energetic man, 
not under 30 years of age. 
Fullest details of back- 
ground and experience to 


firm of 
world-wide 


Box 802 
Advertiser's Weekly, 180 Fleet 5t., E.C.4 


PUBLICITY DEPARTMENT of Thorn 

Electrical Industries Lid., require Lady 
k/Copy Typist preferably with 

knowledge of shorthand Apply Pub 
lictty Manager. 105-109 Judd Street 
London. W.C 

FIRST CLASS RETOUCHER = and 
general artist urgently required. Phone 
GER 3376 for appoimtment. WALLEY 
STUDIOS 70 Brewer Street, W.1 

CARLTON ARTISTS LTD... require 
Artists specialising in Retouching 
Apply by letter or phone Studio 

38 Portman Square, London 
W.1. WELbeck 4441 

A VACANCY exists for a young lettering 
artist who has experience and 
wishes to progress im the studio of an 
Advertising Agency 
Box 777 Ad. Weekly 180 Fleet St EC4 


ARE YOU SELLING 
SHOWCARDS & CUTOUTS? 


We need a live representative in 
the London area who can really 
appreciate the needs of National 
Advertisers in Point of Sale Adver- 
tising. Excellent opportunity for 
ambitious man with company who 
have ace designers, first-class pro- 
duction and materi 

We are also interested in a 
young man who thinks that after a 
period of training he would have 
the ability to sell our products 
Knowledge of print and design an 
advantage 

Box 80! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


SHORTHAND TYPIST (age 18-20), re- 
quired to train as Secretary to Adver- 
usement Director of well-known Fieet 
Street journal. Commencing salary £5. 
Box 825 Ad. Weekly 180 Fleet St BC4 


SALES 
REPRESENTATIVE 
REQUIRED 


by leading London 
Commercial Art Studio 


idca!l opening in well known Com- 
mercial Art Studio (St. John’s Wood 
arca) for encrgetic young man, pre- 
ferably with sales experience. An 
interesting and progressive position 
witt cat scope Write in strict 
stating age, qualifications 
Starting salary required 
NB. All members on the staff of this 
organisation are aware of this 
advertisement 


Box 810 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SPACE SALESMEN required 
don and Southern Kesrkories. 
and ambitious workers only apply 
Box 797 Ad. Weekly 180 Fleet St EC4 

TALENTED YOUNG ARTIST (male) 
required to assist figure artist in well 
known London Studio. Must have all 
round knowledge of drawing G 
prospects for someone who is willing 


Box 798 Ad. Weekly 180 Flect St EC4 

REQUIRED LETTERING ARTIST 
capable of executing small work. Box 
No. 9986. 163 Queen Victoria Street, 
London, E.C.4 


APPOINTMENTS WANTED 


CALLING ALL AGENCIES, Copy- 
writer and ideas man secks position 
with progressive firm 
Box 799 Ad. Weekly 180 Fleet St EC4 

LETTERING AND GENERAL ARTIST 
requires permanency, 3 or 4 days per 
week 
Box 800 Ad. Weekly 180 Ficet St_BC4 

FOR SALE. (Large general artist—has 
ideas too. Not a technical artist, pre- 
fers still-tl< — cliens roughs 
Cheap_ to good 
Box Ad W ony 180 Fleet St. EC4 

LETTERING ARTIST, practical know- 
ledge of photography photostats. etc. 
some airbrush and general artwork—13 
years experience. Age 29 
Box 788 Ad. Weckly “180 “Fleet St EC4 


for Lon- 
xo0d 


WOMAN 
WITH 
MANY YEARS 
EXPERIENCE 


desires position in one of 
the smaller progressive 
Advertising Agencies, 
where all-round knowledge 
can best be used. Media, 
space (home and export), 
office management. Reason- 
able salary. 


Box 764 
Advertiser's Weekly, 180 Fleet St., E.C.4 


IMAGINATIVE YOUNG WOMAN, 2}. 
with personality, writing ability, matri- 


culation, secretarial and organising ex- 
Herience secks career in advertising 
Box 823 Ad. Weekly 180 Fleet St EC4 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff. contact Embassy Bureau, 
Excel House, Whitcombe Street, W.C.2 
(WHltehall 5924). We specialise in 
efficient personnel, 


APPOINTMENTS WANTED 


LETTERING & LAYOUT ARTIST 


(part-time), — t© coptact Sew 

clients 

Box 713 Ad. "Weekly 180 Fleet St EC4 
YOUNG MAN requires position as 

assistant advertising manager All- 

round experience im the advertising 

department of ‘known’ company. 

Please write 

Box 807 Ad. Weekly 180 Fleet Sit BC4 


ADVERTISEMENT MANAGER and re- 
presentative with outstanding record on 
technical journals, exceptional agency 
connection, seeks changc 
sive publication offering wider scope. 
Box 821 Ad. Weekly 180 Fleet St BC4 

ARTIST-TYPOGRAPHER having  cx- 
hausted possibilities of present position 
desires new appointment. General Art 
Lettcring. Accurate printers’ iayouts, 
sound knowledge of production, block 
ordering. ctc 
Box 818 Ad. Weekly 180 Fleet St BC4 

FASHION ARTIST anxious to obtain 
further experience. secks post 
Box 822 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTATIVE 
experienced technical, high grade art, 
decorative journals, etc 
sive situation. Personality 
Box 814 Ad. Weekly 180 Fleet St BC4 

SWISS ADVERTISING CLERK, 25. 
Student in London, well educated, con- 
siderable advertising expericnce. Ger- 
man, French, English, and typewriting 
Undertake any job. Moderate salary 
required. 

Box 812 Ad. Weekly 180 Fleet St EBC4 

YOUNG ADVERTISING ASSISTANT 
with experience in layout and produc- 
tion. seeks position with good prospects 
Box 815 Ad. Weekly 180 Fleet St BC4 

POSITION MANAGER, Mailing Depart- 
ment. Maintenance. Stationery ——_ 

Aged 40. Previous experienc 
Box 770 Ad. Weekly 180 Fleet St ‘EC4 

RETOUCHING ARTIST, fully experi- 
enced b/w and colour. secks change 
Box 805 Ad. Weckly 180 Fleet St BC4 

SECRETARY SHORTHAND | TYPIST 
with administrative experience in pub- 
licity and public relauons organisation 
secks good position 
Box 806 Ad. Weekly 180 Fleet St BC4 

CREATIVE LAYOUT MAN. 6 year 
agency experience, seeks position with 
busy agency Abilit¥ two — 
nnished roughs from own visuals. 

Box 804 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTU 


SALESMAN with g00d connections can 
offer active representation in London, 
to provincial Litho. Showcard and 
Letterpress houses. Expense allowance 
and commission basis 
Box 808 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 
etc.. by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Flect St., E.C.4 
Phone’ CENtrai 1740 


DRAWINGS for cvery purpose by cx- 
. commercial artists w. 
23. Bloomsbury 
MUS 7181. 
SERVICE TO ‘ADVERTISERS. Good 
ideas, Layout, Lettering. Finished and 
Rough Visuals General Artwork 
offered PS. We work all night if 
we have to. Contact Studio Venture 
TEM 1744 


FOR ALL TYPES of SIGNS AND DIS- 
PLAY phone ENsington 5096. 
General signwork, showcards, cic. 


Square, 


FOR SALE 
Trades Directories well known (Four) 
plus various 
avenues Capital 
or near Sale includes all 
debts, unfulfilled orders and con- 
tracts. office and furniture. Adver- 
tser has other interests Apply in 

first imstance to 


Box 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SMALL OUTDOOR ADVERTISING 
concern for sale — connection 
Owner wishing to retin 
Box 820 Ad. Weckly Teo Fleet S& BC4 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


DESK SPACE. available Villicrs Street, 
good light, in cxisting studio Desk 


light, heat, use of Reception room and 
telephone, 35s. weekly Call, Roper 
Stammers Lid 29 Villiers Street, 


C.2. Whitehall 6010 


let Fleet Street, for — or anyone 

requiring Longon addres 

Box 817 Weekly 180 Fleet St BC4 
ES 6 LET—Farringdon Street 

Two Floors, 340 sq. feet each 

Box 785 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


APPROXIMATELY 3,700 sheets Linen- 
Backed Heavy Cartridge paper size 204 
x 31. Suitable for lithographed hane- 
ing displays. Perfect condition. Offers 
invit 
Box 786 Ad. Weekly 180 Pleet St BC4 

ONE © LINOTYPE MACHINE Model No 

seen running, perfect condition. £675 
fiom 791 Ad. Weekly 180 Fleet St EC4 


TRADE ANNOUNCEMENTS 


TYPING: 7 confidence —_ | 
References s from 2s. 
words, 24 we. “working satisfies ‘cllewt's 
explicit instruc- 


Acton, 46 Grove 
CATING: Sirictest confidence. 
0 in. x 8 in. 7s. 96. Reduction 
larger quantities. Coloured pers and 
inks. Designed headings com- 
leted day received. Acton, 46 Grove 
oad. Hastings, Sussex. 


PERSONAL 


PUBLICITY 
AND SALES MANAGERS 


visit the 
NATIONAL DISPLAY 
EXHIBITION 


and see the finest and most ber per 
sive range of noe | and P amme ae 

publicity material ntral Hall, 
Westminster, October 15-19. Admis- 
sion 2/- e Exhib and 
Convention cat ue. Advance tickets 
from Exhibition Organiser, 16, est 
Central Street, London, W.C.!. 


* PRINTERS 


BOOK AND PERIODICAL PRINTERS 
taken delivery of new mono- 
type. double demy two rev 
demy folder, would like to hear from 
Publishers who could avail themselves 
of these facilities Our 
room «s equipped for colour printing 
and we are producing Publications up 
to 1,000 ustrial Press 
(Southend) Lid Southend-on-Sea 
MIDLAND NEWSPAPER and Genera 
Printers invite inquiries from pub 
lishers for printing weekly, monthly or 
quarterly periodical on 
Allocation of Mechanical paper avail- 
able sufficrent for 20,000 copies monthly 
(16 pp. 9 in. x 12 in.) and pro rata. 

All inquires welcomed 
Box 754 Ad Weekly 180 Plect St BC4 


CHANGE OF ADDRESS 


Agencies are advised 


ERIC J. SEMPER 
(MENS FASHION DRAWINGS) 
has removed to 


Je ABBEY ROAD 


ST. JOHN'S WOOD, N.W.8 
CUNningham 68)! 


SPECIAL ANNOUNCEMENTS 


See September 6 issue of 
Advertiser's Weekly, 430 pages 
and 43! for the Advertising 
Services & Supplies Section. 
October 4 will be the next 
issue containing these services. 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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THURSDAY, SEPTEMBER 27, 1951 


55/- (overseas) 


| epee eee, STOP PRESS 


ELECTION 
NEWSPRINT 


of extra 
Supply of e newsprint 


fi 


<5 fe oe ae 


i. 


BRITTAIN BUYS AGAIN 


“London Weekly Advertiser,” one 
Brittain 


SINCE NEWSPAPERS BEGAN the first condition of oe way F 
ly rice 3d. 
news is that it should be reliable. Never have people felt THE TIMES 
this more acutely than they do now. To report the news “hie tee 
: faithfully and fully, to publish only what is well-informed THE TIMES 
ks ; EDUCATIONAL SUPPLEMENT 
Pe and trustworthy — that has always been the purpose of Every Friday Price 3d. 


The Times. The reputation of The Times as the wor!d’s 
leading newspaper has been won in the past, and is Every Wednesday Price 6d. 


a sustained today, by a news service of unrivalled scope envae oe aS TRY 
a First Wednesday of Every Month 
ie and accuracy. Price 1s. 


THE TIMES REVIEW OF 
TODAY’S NEWS DEMANDS THE BRITISH COLONIES 
Quarterly Price 6d. 


a THE TIMES REVIEW OF THE 
ae THE ABAD: TIMES PROGRESS OF SCIENCE 


Quarterly Price 6d. 


be 

ad 

a Aaa Peers ne ee tee Gees CURLICATIONS, Led, ot heir office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
; September , 1951. Princed.in Englond by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


Be a NN San as ts 
: ADVERTISER'S WEEKLY ee 4 
s S. soy : 
- e REGISTERED ee 52]6_a year 4 
¥ G.P.C. AS A Post free # 
‘ NEWSPAPER a 
4 ———————————————————————————————L—————$$—_£_£_£_£{£_{—[_[£=_{£z£_£_=—aVMK>———————————_——— SSS 4 
mes eres a ecg age = ee ee General Election period fe. | 4 
‘ : ae i Lg eer aS aie ea Ee : ce “under consideration” last (Wednes- i. 
a he i Se, ie a day) night. Special allocation “con- 
et ee: oe ) en, Se 5 2 el fidently expected.” At last election Rete. 
LS a ge Ste ot Te Same equivalent of one extra page per s 
Be aa SS 7 GM AHO aw 5 Were. issue, amounting to 48 for ae 
: ae ey es SS oa. a ee wer dailies, was allowed over cight-week i 
. Os ee eet ed period, : 
a ' SO ee ge wer < ore WOE ot . 1cHT RAN = 
é ae. eee. ek ome > ale ae ie de IRISH LIGHT BAN LIFTED ane 
- | ae cx ~~ ee Se ee a5 Eee F as ae <5 Ate Ban on use of electric signs and ws 
ce (See ee ee Ce laden 4 
e P Re Se aes Coes ae Fe, +? Bit will be permitted after 7 p.m. - 
A RE a oot # ae eg Br aE rs 5 ae = 8h SEE “ 
: Set ae. 7 : ae ee ee ie re ZN Sa ‘a 
: a <= oes oe FS COLGATE TO 
:: ee Se a ae a ee = Ee Colgate-Palmolive-Peet__ account 
a a eS ee re The wt eee cee ee ee _* % i in inlaw moved to McConnell’s , 
= af PORE ie ee ‘ Sars ee ct: Advertising Service. Major cam- ; 
j aes “ee eo ed Seton ead Oe Bl ai ry . Be ee ee ee |p ly preparation for new year. 7 
4 Bie afans fe ge ok sot FA oe exe rT 73 will be introduced is 
he ‘ ‘ “eee a ‘i * vie to Irish et on extensive scale. is 
Z ; Sting ae. VR ete : ‘ - tm, ee Bs 
; aie a - <  e . gpa oo a ae Lae ; ae <a xi: 
 * Oe OT —Ee aa 
—_ ie aR oe RR Gere ie . 2c of ‘a 
aa \ ees \ ae a FS. ot eee ot Ss $ Bul, aa — and will incorporate “House ji 
i Sees he ee Mg ges ng aie 4 ae id Hunter.” Adv rtisement manager of . 
A geen "Eor o . ch ae a x “House Hunter,” “Bill” Giggs, has \ : 
a a ee r aug Sn joined “London Weekly Advertiser.” am 
= (tS a le Godbolds Ltd. appointed agents 4 
i fo aaa tS ae ee FO ce — , - ai A 
, ; ee OE er ee ee a to British Food Fair to be held at ; 
a de wt ee pais Olympia, July 5-19, 1952. i ce 
3 : A pm in trade journals, national 
: women’s weekly journals and 4 
| papers. E 
sveund Lenden is 
——— er 
A. H. Knowles Ltd. appointed e 
for Barclay frocks, styled in i. 
Californie, soon to be introduced ; 
here. Also for D. Whitehead Ltd. f 
; i a ii F 
and architect1ral Press to introduce 
“David Whitehead Fabrics.” 
Berketex utility range of clothing -: 

: now being sold in Paris and other 
: French towns. Advertising (full Sh 
f pages and —_— ee tieing up with : 
i os ane Ghee edges Nene tines : 
in areas x have shops. : 
& Varley Ltd. S 
Dublin journals “Envoy,” i 
: monthly and , 
P ——— ot, 
screen E 
ceased publication. . 
H. Negus Vidler, pre-war ad. 7 
manager of “Lilliput” and now P.R. : 
on : beadirector of infor- ; 

ational Federation 
Trades. * 


